Beare PART Il SALES MANAGEMENT 


WATCH YOUR 
DISTRIBUTOR’S TRIP 


PAGE 23 
+ CITIES EYING 
CHICAGOLAND 
SUCCESS 


PAGE 26 


CONVENTIONS ~+ EXPOSITIONS + TRADE SHOWS 


COLUMBIA 


Takes Big Step into 


Big (Meeting) Leagues 


PAGE 44 


Waiting Line to Ride 
Through Exhibit 


PAGE 85 


First Dealer Meeting 
Is $250,000 Show 


A BILL BROTHERS PUBLICATION 


SALES CONTESTS...OFF TO A FLYING START 
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heres no incentive like travel. For your next | TRAVEL AWARDS PLAN MANAGER 
Trans World Airlines, Dept. SM-97 

contest, choose one of the many fase nating spots | nai — I | 

| 380 Madison Avenue. New York 17. N. ¥ | 

along the routes of the TWA Skyliners . Los | | 

| I'm interested in complete information | 

Vie le ‘ | lS Vegas, New York Or try the Mmavic 7 regarding IWA Travel Award Plans | 

touch of a trip abroad to France... Italy...or to “ee 

any of twenty-one major foreign centers served | 
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by TWA, Our experts are old hands in preparing l 
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lravel Award Programs. They will help you 

ADDRESS 

launch a campaign and merchandise it every inch : | 

. Crry STATI | 

of the wav. TWA will handle all the details of | | 
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reservations, itineraries, side trips give youa 


( omplete pac kage 


ry TWA 


TRAVEL AWARDS PLAN 


Next on our Calendar— 


American Institute of Supply Associations 
New York City 


American Public Health Association 
Cleveland, Ohio 


Electrical Show for Industry 
Cleveland, Ohio 


T 1 


EVERYTHING 


UNDER SIX ROOFS 


You'll find all of the elements of successful trade 
show management and production under the 
ools of our six buildin here on W, 24th 
“treet design department bor promotional 
material, floor plans, displays and special 

areas an experienced management and 

staff; an almost endless stock of equipment and 
materials 1 displaytabricating department; a 
well-trained, permanent production staff and 
perhaps most important of all a determination 
by all to deliver quality and service to our 
clients. Give us a call when you need help from 
any or all of our departments we'd like to help 
you make your sales meeting, show or exhibit 


the best you've ever had 


ANDREWS «+ BARTLETT and ASSOCIATES Inc. 


EXPOSITION MANAGEMENT & PRODUCTION 
Rental Equipment & Booth Furnishing 


1849 W. 24 ST., CLEVELAND 13, OHIO TOwer 1-6045 
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Why not this 
paradise isle 


for your 


Convention? 


Get away from distracting big-city 
hustle-bustle: Plan your next con- 
vention at Grand Bahama Club! 

Grand Bahama Club on a serene 
tropic isle is just 65 miles east of 
Palm Beach (a few minutes by 
daily scheduled flights from Miami 
and West Palm Beach), yet is an 
intriguing foreign world with love- 
ly beaches, crystal-clear sea, and 
the world’s finest big-game fishing. 

Grand Bahama Club offers com- 
plete convention facilities for 300 
Naturally, this includes auditor- 
iums, meeting rooms, offices, and 
PA systems. After hours, Grand 
Bahama offers all resort activities 
including giant pool 


No passports needed, no red tape. 


And rates are unbelievably low. 


For complete information 
write, wire, or phone 


GRAND BAHAMA CLUB 
Metropolitan Bank Bidg 
117 WE. 1st Avenue + Miami, Florida 
Phone: FRanklin 9.1032 


NATIONAL AUTHORITY ON CONVENTIONS, SALES MEETINGS AND TRADE SHOWS 


Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa. WAlnut 3-1788 
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HIGHLIGHTS 


INCENTIVE TRIP GOES SOUR 


It may be a dream tour on paper, but unless that incentive 
trip is planned by experts, it can create a batch of mighty 
unhappy dealers. Although this was a trip offered by a dis- 
tributor, it shows how the manufacturer can feel the backlash 
of resentful dealers. Here are some pointers for manufactur 
ers whose distributors run trips. 


EDSEL'S APPROACH TO NEW DEALERS 


For its first meeting Edsel set its ideas to music. This travel- 
ing show was budgeted at $250,000 and put on film for 
showings after original live stagings. All lines for professional 
actors were in song so that Edsel executives could carry all 
straight speaking parts and not suffer by contrast. 


ARE WE GOING TO STOP WALKING AROUND SHOWS? 


Moving chairs for viewing exhibits were a great attraction 
at the New York World’s Fair back in 1939, but little has 
been done with the idea since. However, Pfizer Labs has 
shown that the idea can be practical for a trade show exhibit. 
Already other exhibitors are clamoring for an opportunity to 
rent the conveyor from Pfizer. 


SLIGHT TWIST ON ROLE PLAYING 


‘Technique with many applications is role playing in which 
you play yourself in a situation you have experienced. It offers 
many advantages: audience involvement and method to covet 
fundamentals in interesting way. 


CHICAGO'S GOT "EM ALL BUZZING 


Since Chicago has found the formula for a public show in- 
volving industry, labor and municipal government, other cities 
are talking about applying it. Chicagoland Fair attracted 
over a half million people (paid gate). Exhibitors had big 
play; visitors had entertainment bargain. 
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CONTENTS 


Audio-Visual 
G. E. Builds Meetings Around Audio-Visuals 


Employe Honor Meeting 


How Does Your Company Honor Long-Time Employes? 


Exhibit Techniques 
Let's Talk Business—in the Kitchen 


Models Boon or Boomerang? 

Monroe Knows Sales Results of Its Shows 
Waiting Line to Ride Through Exhibit 
Where-to-Find-What Service 


Hotel Arrangements 
Sightless Delegates: Challenge to Hotel Staff 


incentive Convention 


Dealers Sparked to Create Novel Kickoff Meetings 


Incentive Travel 


Watch Your Distributor's Trip! 


industrial Theater 
First Dealer Meeting is $250,000 Show 


Meeting Techniques 
Bong-g-g! They Think Positive Now 


Columbia Records Gets Into the Big Leagues 
Re-enactment: Simple, Effective Technique 
Salesmen Do the Talking—And Train Each Other 
Team Planning and Team Operation 


Public Exposition 
Cities Eying Chicagoland Fair Success 


Traveling Exhibit 
Not Even a Flood Stops the "Miracle Kitchen" 


DEPARTMENTS 


As the Editors See It 21 Facilities Roundup 


Best I've Heard . 120 Letters 
Meeing and Show News 
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MORE PEP-PER 
MEETING 


When you fly, North 
or South, aboard 
comfortable 


NORTHEAST 


You'll add spice to conventions 
on Northeast's all-season resort 
route of the Atlantic Coast. For 
whatever season you choose, you 
can pick your weather, recreation 
facilities, surroundings, and get 
there quickly, economically, in 
perfect comfort on Northeast 
Airlines. 


Winter sun in Florida, summer fun 
in New England... whenever and 
wherever you choose on the East 
Coast, from Montreal to Miami... 
you'll help make your meeting a 
success by flying Northeast. 


Sales incentive programs, 
too, lend themselves to the 
areas serviced by Northeast. 
For full details write or wire. 


NORTHEAST 


AIRLINES 


Logan International Airport 
East Boston, Massachusetts 


for DEPENDABLE 
STORAGE 


safe and 
sound 


CALL YOUR ALLIED MOVER 
... hes the No.! Specialist 


Ask your Allied Mover for a copy of “Before You Move.” See 
the yellow pages of your phone book, or write Allied Van Lines, 


Inc., Broadview, Illinois. 


|g 


ALLIED VAN LINES * WORLD’S LARGEST LONG-DISTANCE MOVERS 


walt Managemen 


MAGAZINE 


Sa My 


EXECUTIVE OFFICES, 1212 Chestnut St. 
Philadelphia 7, Pa. WaAlnut 3-1788 


EDITORIAL 


EDITOR 
Robert Letwin 


ASST. TO EDITOR 
Catherine T, McElroy 


Research Editor, John T. Fosdick 
Consulting Editor, Richard Beckhard 


READERS’ SERVICE BUREAU 
Anne Collos 


CONVENTION DIRECTORY DEPT. 
Toula DePrince 
Jacqueline Johnson 


ADVERTISING SALES 


GENERAL MANAGER 
Philip Harrison 


ASST. GENERAL MANAGER 


Randy Brown, Jr. 


DIVISION SALES MANAGERS 


Philadelphia—Paul Lightman, 1212 Chest- 
nut St. Philadelphia 7, Pa., WAlnut 3-1788. 


New York—Elliot Hague, Randy Brown, Jr., 
386 Fourth Ave., New York 16, N. Y., 
LExington 2-1760. 


Chicago—Thomas S. Turner, 333 N. Michi- 
gan Ave., Chicago |, Ill, STate 2-1266. 


Pacific Coast—Warwick S. Carpenter, 15 
East de la Guerra, Santa Barbara, Calif., 
WOodland 2-3612. 


Bill Brothers Publications in MARKET- 
ING: Sales Management, Sales Meetings, 
=< a Tide, Premium Practice, IN- 
[ f DUSTRIAL: Rubber World, 
1 Plastics Technology. MER- 
CHANDISING: Fast Food, 
Floor Covering Profits, 
Grocer-Graphic, Tires and Yankee Grocer. 


SALES MEETINGS is Issued bimonthly: January, 
, September and November as 


phie Office. 
Copyright 1957, Sales Management, Inc. 
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CORPORATION 


3443 SO. HILL ST., LOS ANGELES 7, CALIF. 
Leaders in design and construction 


Exhibitors and Show Managers have learned through experience that Tabery facilities, 
know-how and well trained personnel are the factors that spell an outstanding exhibit. 


is : 


til », 


To get the greatest sales return on your exhibit—let skilled artists and 
trained construction supervisors develop the most practical—and the 


EIA! 


most effective——display for you. 
% 
Foci’ 


<s 


For your every exhibit or decorating need—depend on 
Member 


THE TABERY CORPORATION 


Gn Los Angeles its... 
SHRINE EXPOSITION HALL 


For your Trade Show, Convention, Sales Meeting or Banquet 


1d\1 


@ THREE FULL FLOORS OF EXHIBIT SPACE... 

@ COMPETENT PERSONNEL... 
@ EXCELLENT CATERING FACILITIES FOR BANQUETS 1500 TO 5000 
5-8 minutes from all maffijor hotels 


Easily accessible to freeways 


MAKE THIS YOUR TRADE SHOW HEADQUARTERS 


Shrine Exposition Hall, 700 West 32nd Street, Los Angeles, California 


For information or dates write 
Telephone: Richmond 7-2923 
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WHERE should we have our convention? 
WHAT hotels are recommended? 
WHEN is the best time? 


Whatever your convention question... ask 
American’s convention specialists! 


eleyelerelertersrtyets: 


Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines. 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 
... the most modern fleet aloft ... and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention. Contact your local American Airlines ticket office or write to: 
Mr. R. A. MacDonald, Convention Manager, American Airlines, Inc., 


100 Park Avenue, New York 17, New York. 


sis AMERICAN AIRLINES 
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JU GROUPS 


WHO ENJOYED 
THE PERSONAL 


The 53 outstanding groups listed to the right have discovered what makes a con 
vention so memorable at Washington’s Shoreham Hotel. It’s our personal touch 
— the expert, individual service that we give every group, large or small. 


You'll find no stiff rule-book attitude at the Shoreham. Whether you want to 
“move a wall” or change a salad, our convention manager and his staff are 
always ready to give you their immediate personal attention 


And we've the finest facilities for groups of every size: 17 meeting rooms accom 
modating any number from 35 to 1000... banquet facilities for groups up to 750 

. . 600 beautiful air-conditioned guest rooms for conventions, accommodating 
1200 persons... and Washington's largest hotel exhibit hall — 44,000 square feet 
of drive-in exhibit space. For complete information and floor plans, write to 


John C. Egan, Sales Manager 


‘The Shoreham Hotel 


6 


Independently owned and operated for more than 25 years 


Connecticut Avenue at Calvert, Washington, D.C. * Adams 4-0700 
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A FEW OF THE ORGANIZATIONS 
WHO WELD THEIR CONVENTIONS AT 
THE SHOREHAM DURING 1956-57 


ASSOCIATIONS 


Air Force Association 
American Academy of 

Occupational Medicine 
American Booksellers Association 
American Institute of Architects 
American institute of 

industrial Engineers 
American Physical Society 
American Trucking Associations 
Association of 

American Railroads 
Credit Union National 

Association 
Dairy industries 

Supply Association 
National Assn. of Bank 

Auditors & Comptroliers 
National Assn. of 

Mutual Savings Banks 
National Assn. of 

Piumbing Contractors 
National Assn. of Radio & 

Television Broadcasters 
National Assn. of Secondary 

School Principais 

ational Automobile 

Dealers Association 
National Electrical 

Manufacturers Association 
National Lumber 

Manutacturers Association 
National Paint, Varnish 

& Lacquer Association 
National Rifle Association 
National Tank 

Manufacturers Association 


INDUSTRY 


Avon Products, Incorporated 
Chevrolet Division, 

General Motors 
The Coca-Cola Company 
Continental Grain Company 
Eagle-Picher Company 
Esso Standard Oi| Company 
Fuller Brush Company 
International Business 

Machines Corporation 
Kraft Foods Company 
Pepsi-Cola Company 
Rolls-Royce and Bentley Motors 
Timber Engineering Company 
U. 5. Gypsum Company 

S$. Rubber Company 


INSURANCE 
Aetna Life insurance Company 
Baltimore Life insurance Co 
Berkshire Life insurance Co 
Commonwealth Life 

Insurance Company 
Crown Life insurance Company 
Equitable Life 

Assurance Society 
Metropolitan Life 

insurance Company 
Peoples Life Insurance Company 
Postal Life insurance Company 
Prudential insurance 

Company of America 


OTHER GROUPS 


AFL-CIO 
Citizens Committee 
for the Hoover Report 
international Monetary Bank & 
international Monetary Fund 
Robert Morris Associates 
National Conference of Electric 
& Gas Utilities Accountants 
National industrial Stores 
Tax Executives institute 
Telephone Pioneers of Ame 


SERVICE AND CONVENTION OFFICES 


ROBERT F. WARNER, INC., 17 East 45th Street, New York « MUrray Hill 2-4300 

Also in Boston « Chicago « Miami « Toronto * Washington, D.C. * London, England 

GLEN W. FAWCETT, INC. — Los Angeles ¢* Portland * SanFrancisco * Seattle 
*Hotel Corporation of America in cooperation with Distinguished Hotels 
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First and finest of all glass 
beaded projection 
screen surfaces! 


LETTERS TO THE EDITORS 


Dilemma: Regional Meetings or National Meetings 


wants "national" feeling 


Epiror, SALES MEETINGS: 

I am wondering if you have printed 
any articles or if you have any infor- 
mation on regional sales meetings ver- 


which provides ample space for meet- 
ings, lodging and an all-around good 
time. 
These 
pendent dealers and for the most part 


3400 corsetieres are inde 


will stand the expense of coming to 
New Haven and the expense of stay 
ing at the hotel. 
There will be 
corsetieres to win 


sus national sales meetings. 

This year our organization has de- 
cided, for various reasons, to hold re 
gional meetings with approximately 
10 men in attendance at each meet- 
ing. Although the meetings are to be 
regional, | am looking for a device 
or a gimmick to make the territory 
managers feel they 
national meeting. 


some promotion 


plans to enable 
Originated by Da-Lite! Whiter . . . brighter 
Guaranteed to stay whiter, brighter, longer! 


prize money that would help defray 
their expenses. As grand prizes there 


will be all-expenses-paid features. ; 
; New and tricky screen surfaces have 


come and gone but nothing has com« 
close to the brilliance and durability of 
the Da-Lite White-Magic glass beaded 
screen surface. We also have the mat 
seemed to feel whites in every size and style required 
We by the amateur, professional, theatre, 
audio visual, schools, churches and every 
industrial audio projection use, Da-Lite 
was first to make a practical projection 
screen and is first today with the finest 
that science, design and engineering can 
develop 

Conn. : 


One of our employes recalled an 


are attending a ; 
is article which covered the ‘Tupper 
with 


meeting similar to the one we have 


ware Company's experience 
I am a regular subscriber and read . | y 


the publication 1eligiously, however ; ‘ad. TI 
I do not recall seeing in the recent = ~ pay 
past any articles covering my dilem 
ma. 


it appeared in your magazine. 
have gone over back issues but have 
not been able to locate it. 


Harry Roehm W. FE. 


. wy ] 
Sales Manager chunk 
Cory Corporation 


Chicago 45, III. 


Contest Manager 
Spencer, Inc. 


New Haven 7, 


& Sce page 21. 


telepathy? 


Eprror, SALES MEETINGS: 

I got a kick out of that piece you 
did on audience participation (As the 
Editors See It, page 17, July 5). It 
hit home for I have been doing a 
booklet for the National Society of 
Sales Training Executives on Audi 
ence Participation in ‘Training. My 
opening is called, “Why Audience 
Participation?” You'd be surprised 
how much the two pieces are alike. 

I am teaching a course in basic 
selling for a company that sells to 
industrials. About three fourths of 
the time is spent in audience stunts, 
presentations, demonstrations and 
practice selling. I find that there is 
no limit to the number of things a 
group of learners can be asked to do. 
Keep up the good work. 

Ed J. Hegarty 
Mansfield, Ohio 


meeting for corsetieres 
Eprror, Sates MEketTINGs: 

You undoubtedly have in your files 
some reprints of articles about meet- 
ings arranged by manufacturing com 
panies for their field personnel and 
conducted in or near the home office. 

We are working up plans to en 
courage as many as possible of 3,400 
Spencer corsetieres located all over 
the country to come to New England 
early in the summer of 1958. We 
have in mind a nearby resort hotel 
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& See Jul. 1, 55; Oct. 6, 56. 


guide to go Dutch 


Eprror, SALES MEETINGS: 

In your journal, SALEs Meet 
INGS, Jan. 4, 1957, we read the article 
“For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods.”’ 

Our question is can you give us 
Dutch 
translation) this article with illustra 


permission to take over (in 


tions, also page 19 up to and in 
cluding 23, in one of our literature 
information bulletins, which gives 
translations of important articles in 
foreign periodicals. Perhaps you can 
send us two reprints? 

H. G. v. d. Hilst 
Nederlands Institute Voor Efficiency 
The Hague, Holland 
®& Permission granted. 


for medical marketers 


Eprror, SALES MErTINGSs: 

‘Thank you for 
print the article “Imagine ‘Treating 
A Doctor As a Human!” (July 


page 42) as per our conversation of 


permission to re 


Friday. 
We plan to use this material in 
Medical Marketing, our 


house magazine, which is circulated 


external 


monthly to 2,000 executives in the 
pharmaceutical industry. 

Albert Mille: 
[editor 
Medical Marketing 
Medical Economics, Inc. 
Oradell, N. J. 


— 


eer ae 
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Motil B 
| 


Da-Lite Model B® The screen just made for 
classrooms 


the recreation room 
church or meeting rooms. Brackets per 
mit hanging from wall or ceiling and yet 
so lightweight even the largest size can 
be moved from spot to spot with ease 
New mildew and flame resistant White 
Magic Glass Beaded fabric assures real 
life reproduction of your favorite slides 
and movies 


Da-Lite Hilo M ost 
popular A-V Push 
button” screen, Can be 
set from 14° to 48" above 
the floor, or hung from 
wall or ceiling. Has 
White-Magi« 


beaded mildew and flan 


glass 


resistant fabric and opens 
with just a touch 


There's a complete line of new Da-Lite proje« 
tion screens to fit every purse and purpos 

for homes, schools, churches, theatres or in 
dustry priced as low as $3.50. Insist on 
DA-LITE 


tion screens 


DA-LITE 


SCREEN CO., INC. Warsaw, Ind. 
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your beat buy in quality projec 


World’s largest and finest convention-resort hotel ... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR 

FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 
Supper Club — Yacht Basin — 565 luxurious rooms. . . 


ontainebleau 


ON THE OCEAN AT 4th STREET, MIAMI BEACH, FLORIDA 


For information 

write or wire 

STANLEY B. CAMPBELL 
Director of Sales 


BEN NOVACK 
President 


DUKE STEWART 
Manager 
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MEETINGS & SHOW NEWS 


Council for Exposition Medium 


An organization to represent the interests in the 
oldest marketing medium in the world is coming into 
being. “National Council of Exposition and ‘Trade 
Show Associations” has been selected tentatively as its 
title. 

Representatives of six associations in the field of 
trade shows and expositions met in New York- City to 
lay plans for the federation of associations into an over- 
all council. Purpose of the council is to promote the 
medium of trade shows and expositions and to resolve 
problems that arise in producing and participating in 
them. 

Present associations would not surrender their au- 
tonomy to the council but would be represented on the 
council whose major function would be promotional 
and educational. The council would give the exhibit 
industry a single voice in promoting and publicizing 
this medium of marketing. 


Farm Show in Red to Auditorium 


Mid-Atlantic Farm Show, staged annually at At 
lantic City Municipal Auditorium, continues to run 
into the red. Audit of auditorium accounts reveals 
show now owes the auditorium $96,628 — incurred in 
the last four years. City Comptroller B. M. ‘Town- 
send, in a report to the City Commission, said amounts 
due for previous years are: 1953, $8,825; 1954, $11,- 
167; and 1955, $17,823. Bill for the 1956 show was 
$13,040. Bills include not only exhibit space rentals, 
but also cash outlays by the auditorium. 


McCallum Named Mr. Auditorium of ‘57 


Mr. Auditorium of 1957 is Fred McCallum, man 
ager of the Municipal Auditorium, Birmingham, Ala. 
Title, awarded each year by International Assn. of 
Auditorium Managers in recognition of “outstanding 
accomplishment,’ went to McCallum for his program 
for financing improvements in the Birmingham Audi- 
torium. ‘Through his efforts city voted bond issues 
totaling $1.6 million plus an appropriation of $175,000 
to completely remodel the auditorium. 


Contest for Best Salesman at Show 


With opening day for the 1957 National Business 
Show (October 28-November 1) still months away 
“about 90% of the available floor space’ of New 
York’s Coliseum is already firmly contracted for, an- 
nounces managing director Rudolph Lang. Important 
factor in the expected growth over last year’s show, 
says Lang, is fact that many exhibitors are increasing 
their space this year. Show will again feature a con 
test to find the top salesman among booth personnel. 
Winner will receive a “Victor” statuette of the Na- 
tional Sales Executives to be presented at a special 
dinner of the Sales Executives Club of New York. 
In addition winner will receive a 21 inch color ‘TV set. 
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New Travel Show in March 


New show, World-Wide ‘Travel Show, opens at 
New York Coliseum, March 8-16, “designed to attract 
the attention of today’s travel-minded Americans,” 
announces Ernest R. Underwood, vice-president 
World-Wide Travel Fair, Inc., show sponsor. Attra 
tions planned include a series of actual scale models of 
all types of transportation. Steamship models will be 
radio controlled and will travel from one miniature 
port to another. Model airplanes will fly from model 
airports. Rail and land transportation will be shown 
by electrically controlled trains, buses and cars. 


New Fair in Cal. Seems Assured 


Construction of the new California State Fair and 
Exposition in Sacramento seems assured with the ap 
proval by California State Legislature of two bills 
providing the money. One bill allocated nearly $3, 
750,000 from state horse-racing revenue in each of the 
next two years, Other bill authorizes State Fair to 
borrow or issue bonds up to $13 million—guaranteed 
by pari-mutual returns. Land and buildings of the 
present fairgrounds in the center of Sacramento are 
expected to be sold for an estimated $5 million. New 
center will be located on a 1,050-acre tract just north 
of city limits. Results of a recent survey by Stanford 
Research Institute, Menlo Park, Calif., indicate the 
new center will be self-supporting and could attract 
and accommodate up to 1,250,000. First fair should 
be staged on the new grounds in 1960 or 1961 if con 
struction begins this fall as anticipated. 


Texas-Mexico Expo. Being Mulled 


San Antonio, ‘Texas Chamber of Commerce Board 
of Directors is considering a ‘lexas-Mexico exposition 
as a ‘‘step toward solidifying and expanding present 
business and friendship relations with Mexico.” Board 
has unanimously approved a resolution calling for an 
exposition to last approximately six months, Special 
committee will be named to study the proposal. 


No Industrial Exhibits in U. S. Pavilion 


United States Pavilion at the Brussels World’s Fair 
next year will be “the largest free span circular build 
ing in the world.” “Iwo-story high building will be 
340 feet in diameter and 95 feet high. Built of plastic 
and gold-colored steel, Pavilion will have a suspended 
plastic roof designed to resemble a bicycle wheel. Roof 
will be connected to an inner metal rim by high ten 
sion cables. Outer ring of the roof is to be set on two 
rows of gilded steel columns. In addition to the Pa 
vilion, U.S. will have a theater seating 1,100, on its 
6.5 acres. Present plans call for entertainment “repre 
sentative of the wide range of American cultural tastes 
which also shows people abroad the increase in serious 
cultural activities in the U.S.”’ No individual indu 
trial exhibits are planned, Instead some companies will 
be invited to send contributions to be integrated into 
a unified exhibit. 


MEETING & SHOW NEWS continued 


Modernization Show in June 


Fifth National Store Modernization Show is slated 
for New York’s Coliseum, June 23-26, announces 
I:xposition Management Corp., producers of the show. 
Survey of retailers by the Store Modernization In- 
stitute, which sponsors the show, reveals majority favor 
the Coliseum, says SMI president, Mrs. John Evans. 


NOWHERE IN AMERICA IS THERE A MORE Plastics Show Returns to Chicago 
VERSATILE SETTING Kighth National Plastics Exposition returns to Chi- 


cago tor the first time in eight years when it moves 


FOR EFFECTIVELY ENJOYABLE into International Amphitheatre, November 17-21, 


1958, announces newly elected president C. Russell 
! Mahaney. Scheduled for the same week will be a 
| National Plastics Conference held at the Morrison 


Hotel. Show officials expect high interest in the show 


j AND OTHER GROUP GATHERINGS | because of its long absence from the Chicago area. 


ee ay Add Sections to Chemical Show 


in the beautiful Shawangunk Mountains Show management announces exhibitors are enroll 
... conveniently reached from all ing “in unprecedented numbers” for the 26th Exposi 
directions by Car, Bus, and especially tion of Chemical Industries, booked for all four floors 
by Plane to JENNIE GROSSINGER AIRPORT. of the New York Coliseum. De ember 2-6, New se 
All Sports at all seasons... Championship 18-hole tions being added for the first time this year include 
Golf Course, Tennis and all court games, Private the Chemical and Chemical Materials section, Rocket 
Riding Academy and Bridle Trails, Private Lake and Satellite section, and Laboratory Materials and 
for Boating and Fishing, Olympic Swimming Pool; Supplies section. 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, Open Show to Public Last Day 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


Largest Air Conditioning & Refrigeration Exposi 
tion to date returns to Chicago’s International Amphi 
theatre November 18-21, announces R. H. Israel, 

| chairman of the exposition committee and sales man- 
ager of Virginia Smelting Co., Norfolk, Va. More 
than 250 companies are expected to participate using 
about 100,000 sq. ft. of exhibit space. Show will .be 
open to the public on the last day to give manufacturers 


iv) an opportunity to test consumer demand. Six associa 
tions and technical societies will hold meetings in con 
| junction with the show. “They include the Air Con 
ditioning & Refrigeration Wholesalers; American So 
on Grossingen Lake 


ciety of Refrigeration Engineers; National Commer 
cial Refrigeration Sales Assn.; National Warm Air 


GROSSINGER, N. Y. | Heating & Air Conditioning Assn.; Refrigeration & 


Air Conditioning Contractors Assn.; and Refrigeration 
Service Engineers Society. 


For information, write or call 


IRVING SILVERMAN, Sales Manager | U.S. in Yugo Fair Second Time 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET United States’ second appearance in the Trade Fair 
Phone Circle 7-4915 | at Zagreb, Yugoslavia, Sept. 7-22, will emphasize the 


quality and diversification of consumer goods and high 
| light the story of modern American food production, 
announces Harrison T. McClung, director, Office of 
International ‘Trade Fairs. Full scale supermarket 
first to be shown in a Communist country—will be part 
| of U.S. exhibit, designed to demonstrate modern point- 
of-sale for farm products. Also featured will be a com- 
plete new kitchen to show the point-of-use. Although 
accent will be on food production and distribution, a 
variety of hard goods, agricultural equipment, ap- 
| parel, appliances, household furnishings, books and 
| other commodities available in Yugoslavia will be on 
display. 
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7 WAYS UNITED 
MAKES CONVENTION 


PLANNING EASIER: 


The Convention route of the nation 


fast, dependable service to 80 cities coast-to 


principal convention 


coast (including the 
s difficult 


centers ) and to Hawaii eliminat 
routing problems 
Red Carpet” Service special nonstop 
DC-7 flights between 
Cocktails, buffet. other “extras 


fare make convention travel more 


15 major U.S. cities 
at no extra 


ittrac 


tive, encourage attendance 


Frequent schedules daylight and over 


night, ‘round the clock departures 


You can 


book your members at the most convenient 


Let United make your times with less hours awa 


convention planning job a 


rom home or 


easier. Visit or write your nearest 
| . . 
United office for information Reserved Air Freight 
space needed for shipping convention c« 


For example, collapsible 


guarantees the 
and complete convention | 

planning service lateral material 
display booths can be forwarded from Chi 


cago to New York for only $7.50 per 100 


Write to: M. M. Mathews, 
Supt. of Convention Sales, 
United Air Lines, 
36 S. Wabash Avenue 
Chicago, Illinois 


pounds. Plus tax 


Group Post-Convention Hawaii tours 


can be easily arranged for West Coast 


meetings. United will handle all details 


such as hotel, air transportation, ground 


transters 


V.1.P. Post-Convention Tours Vacations 
Individually Planned at lew tour prices, all 
Full 


the way from New England to Hawaii 


details on request 


Personalized handling of members 
] plans plus a complete promotional 


assistance program for your convention 


meeting 
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(Wias 
Lal wigs 


People IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 

Under One all your guests . . . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 
R Roof... elevator-riding! 
OO PLANNED SINGLE-FLOOR CONVENIENCE 


“JO | © Over 40,000 square feet of air-conditioned 
Our exhibit space 


© 27 air-conditioned meeting rooms, accommodat- 
A ing 10 to 2,000 

Exhibits | pws... 

© Exceptional banquet facilities, for functions of 


any, size 
on e © 1501 redecorated rooms, many air-conditioned 
. ay : 


Radio in every room — TV in many 
® World-famous restaurants: College Inn Porter- 


house, steak house of America — Well of the Sea, 

OOT seafood flown fresh daily from the principal 

rivers, lakes, and oceans of the world. And for 

exceptional food at considerate prices, the smart 

At ‘The Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 


Coffee Shop and the Snack Bar provide excellent 


meals quickly 
© The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 


CHICAGO'S MOST CONVENIENT HOTEL bd Drive-right-in convenience — the only hotel in 


Chicago with a garage facilities. No 
waiting for busy doormen when you arrive . 
no waiting for delivery when you leave, 


Danny Amico, Vice President and Director of Sales, backed by oer fap 
highly qualified staff, is on hand day and night to attend to all 8 Wey 
your convention requirements. For help in plannin Saw 
your next conve ntion, phone, wire, or write anny. 


CHICAGO'S MOST CONVENIENT HOTEL 
e 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 
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A AR Z 


: Facilities Roundup 


New Facilities Being 


Built for Conventions 


vTYOPEHELVEG AR SONAR ESOS AER i 


ee 


CLEVELAND 


Plans have been announced for ar 
$18-million, 20-story hotel to be 
built by American-Canadian Corp. 
The 100-room building will be built 
on top of two buildings already 
there. Both were orginally constructed 
to make additions possible. Plans 
call for a large ballroom and several 
private dir ing rooms, 


SAN FRANCISCO 
Hotel Mark Hopkins announces ad 


dision of two private dining room 
at a total cost of $60,000. New room 
are on the lobby floor and brir g 
hotels total of banquet rooms t 
nine accommodating from 15 t 
1,500. Rooms can be used separately 
or connected. Both are air-condi 
tioned and soundproofed. 

Building and grounds improvement 


program at the Cow Palace wil t 
$260,000 this year. Second phase of 
the remodeling plan is expected to 


get underway next spring. Included 
in the project are new parking area 
new ticket offices, corrals, lobby, and 
new lighting and electrical work. 
Plans call for 4 wirele t agir j 
system. 


DETROIT 
New Park Plaza Motor hotel, oper 


September |, announces appoint 
ment of Kenneth A. Dean as general 
manager. Hotel has 67 soundproof 
and fireproof rooms ac mm dating 
from one to four persons in eact 
room. In addition there are |8 suite 
Sample rooms and conference roon 
will be available. Drive-in registrat 
available. 


MONTREAL 
Work on a $2.5 million addition ¢ 


the Lord Elgin is slated to begir 

the fall Says C. €. Pickering, presi 
dent, Lord Elgin Hotel Company 
Ltd. Addition will add 150 quest 
room dining room and banquet 


1958 addition will up Lord Elgir 
total number of rooms to 525. 
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MOVING TIP FOR BUSY EXECUTIVES: 
Mavflower “Tailor-Made” Service 


Assures Reliable Exhibit Schedules 


Tailor-made is right! Mayflower’s moving experts study the individ- 
ual needs of your display ... work right with the builder, if necessary 
They help you plan and synchronize the moving schedule . . . provide 
“exclusive use” van service, if desired ... storage and extra help when- 
ever and wherever it’s needed. 

The Mayflower van operator in charge of your display is scientifi- 
cally trained in this type of moving... his helpers especially briefed on 
your particular job! 

W hether it’s a single booth or a whole fair... whether it’s one stop 
or ten... move it by Mayflower. You'll sleep better at night! 


AERO MAYFLOWER TRANSIT COMPANY, INC.+ INDIANAPOLIS 


Maytiowerg 


i — 
NATION-WIDE 


FURNITURE MOVERS 


Cinevieal tilde ling dablancl moving. Mwite 


only in 


Washington, D. C. 


the nations leading Convention. City... 


The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits. 

Largest exhibit space in the nation’s capital, the 
D. C. Armory has 76,000 sq. ft. of unobstructed 
floor. space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request. 

In addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 
many other features. 


Bergman, Manager 


NATIONAL GUARD 
ARMORY 


t Capitol Street, Washingtor 
Lincoln 7-9077 


16 SM/SEPTEMBER 6, 1957 


FACILITIES ROUNDUP 


continued 


BUFFALO 


Four Buffalo hotels—Lenox, Shera 
ton, Stuyvesant and Westbrook 
have joined the Kleinhaus Music Hall 
to form Buffalo Convention Center, 
announces Thomas P. McMann, Stuy 
vesant manager. New center can ac 
commodate up to |,200 in 500 rooms 
with banquet and convention facili 
ties, It offers 23 air-conditioned meet 
ing rooms, plus the Music Hall audi 
t+orium which seats 2,800 and ha 
5,500 sq. ft. of exhibit space. Four 
hotels—all within one block—have 
combined their facilities to offer free 
parking for 500 cars. 


HOLLYWOOD, FLA. 


An entire new floor will be added 
to the $20 million Diplomat Hotel 
now under construction, bringing 
hotel's total rooms to 550, announce 
Samuel Friediand, president. 

Plans for a 200-room oceanfront 
hotel to be built just north of the 
Diplomat hotel and country club were 
announced. To be called the Derby 
Inn, new hotel will have four floors, 
a solarium and penthouse. 


INDIANAPOLIS 


Remodeling plans for Marott hotel 
call for a closed-circuit video system, 
first for Indianapolis, announces 
Palmer Suddaby, general supervisor. 
System, to be installed by Admiral, 
will cost more than $50,000. Large 
creens are being placed in all public 
rooms and 21-inch television receiver: 
will be placed in all 300 transient 
rooms, Other phases of moderniza 
tion plans include refurnishir g of mair 
lobby and complete refurbi hing of 
125 transient rooms. 


NEW YORK CITY 
New $100,000 air-conditioned ball 


room at St. Moritz is 
be completed by mid-September, ar 


expected t 


nounces Charles G Taylor, president 
Known as Quadrille Room, it will re 
place the old Burgundy ballroom 
Room will accommodate 350 and car 
be broken down into small sectior 

Ambassador Hote] has been pur 
chased by Webb & Knapp, Ir for 
$12 million, William A, Zeckendorf 
es. Additional $20 
million will be used to add 300 +t 
400 room pending 
plans to purchase the nearby School 
yf Industrial Art from the city. Hotel 
now has 500 rooms. 


. 4 
president, annour 


{ utcome of 
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onl) United Van 


gives you these 
important extras! 


Planned Sowice 


Oo 


United “lightens the load” on busy 
Traflic Managers and Transportation 
Officers by relieving them of many de- 
tails connected with personnel trans- 
fers. Pre-Planned service is the modern 
moving method that minimizes upset 
and confusion...eliminates last- 
minute delays. Your personnel are 
assured of a smoother, easier, more 
pleasant moving day, 


\ 
2 


° vO 
aml equipment 


Even the most delicate household 
goods are safe and secure in a United 
Sanitized® van. Sanitized™ is the hygi- 
enic process used exclusively by 
United to inhibit and retard harmful 
mildew, mold, bacteria and unpleas 
ant odors. It's an extra United 
precaution to make certain fine fur- 
nishings arrive “Daisy Fresh” 
at destination, 


otte, Malone 
ving consultant, 


Want facts about the city to 
which you're moving? It's schools, 
churches, industries or recreational 
facilities? Need advice on packing? 
Are you faced with any unusual 
moving problems’ If so, you can 
get the help you need from Bette 
Malone, United's noted woman 
moving consultant. Simply address 
your request to Bette Malone, 
Dept. MS, United Van Lines, Inc., 
St. Louis 17, Missouri. No cost or 
obligation, 


_ 


United Van Lines 


United 


| 


Fa -_- 


y with care 
everywhage ... find the 


} United Agent in the 


f for mov 


yellow pages of your 
Telephone , me 
i i ook Unde 
Directory \ MOVERS 


. oe 


reasons why Vic Giles 
can help you arrange a 
successful convention... 


The very next time you face the prospect of arrang- 
ing a convention, group meeting or grand banquet, 
why not put yourself and your problems in the 
hands of a veteran convention planner? 


At the same time, take a good look at all 18 cities 
where 2‘; FIELDS HOTELS are located—then pick 
yourself a new and interesting location which can 
Director of ales 


add immeasurably to the success of your function, 


Fields Hotels offer a variety of settings and accommodations in every area of 
the country. In the NORTHEAST you'll find three traditionally fine hotels with 
excellent meeting facilities, in the EAST you can choose from two modern hotels 
with every up-to-date convenience, On the WEST COAST our newest hotel pro- 
vides an attractive location and unusually fine facilities, while in the MIDWEST 
you have unlimited selection among 13 distinctive hotels. In the SOUTH we 
invite your attention to two hotels in the luxurious surroundings of the “‘Play- 
ground of America.”’ All meeting facilities are air-conditioned, guestrooms are 
modern and comfortable, food and beverage service is unmatched. 


Our staff of experts will take full charge. The problems of setting up your pro- 
gram, planning your banquets or luncheons, handling the 1,001 details of your 
affair are organized and executed in a way that will make your job easier, your 
function a towering success. 


And while the finer points of conventioneering are attended to, you can be 
assured that a sharp pencil is always used to arrive at your costs. Above all, 
promises once made are never broken when you book into a Fields Hotel. 


So-—the very next time you're asked to set up a function, let Vie Giles prove to 
you that one of the Fields Hotels exactly fits all your requirements. 


* THE GOVERNOR CLINTON, New York «+ THE ELMS, Excelsior Springs, Mo 
* THE BUCKINGHAM, New York THE OAKS, Excelsior Springs, Mo 
THE CORONADO, $1. Lovis THE EVANS, Columbus, Nebroske 
THE PFISTER, Milwaukee, Wis THE LINCOLN, Lincoln, Nebraska 
BISCAYNE TERRACE, Miami THE CAPITAL, Lincoln, Nebraska 
BISCAYNE PLAZA, Miami THE MADISON, Norfolk, Nebraska 
BANCROFT, Worcester, Mass THE ROME, Omaha, Nebraska 
COMMANDER, Cambridge, Mass THE LINCOLN, Scottsbluff, Nebraske 
BEACONSFIELD, Brookline, Mass THE CLINTON, Clinton, lowe 
SENATOR, Sacramento, Cal * THE LAFAYETTE, Clinton, lowa 
ALGONQUIN, Cumberland, Md * THE CHIEFTAIN, Council Bluffs, lowe 
* THE TALLCORN, Marsholltown, lowe 


Sil oid 


EXECUTIVE OFFICES 
371 Seventh Avenue, New York, N. Y. « PEnnsylvania 6-3400 
VICTOR J. GILES, Director of Sales 
RICHARD 8B. BRAINE, Convention Manager « JACK SYRETT, Sales Promotion Manager 


FACILITIES ROUNDUP 


MIAMI BEACH 


Americana Hotel convention audi- 
torium and exhibit hall, built at a cost 
of $1.5 million is slated to open 
ays Laurence A. Tisch, 
ipled with existing pub- 
oms auditorium makes 
the Americana first in 

ays Charles T. Crad 
dock, vice-president and general 
manager. Americana will have |20,- 
000 sa. ft 
15,000—either in 25 separate meet 
ings or one linked by 
closed-circuit TV Audi 
torium ommodate 3,500 
for banquets and 4,500 for meetings. 
Ramps and escalators to lower-level 
exhibit hall are provided. Exhibit area 
space for up to 350 booths, 
each supplied with electrical, audio 

Car id ck ays. 


and visual-aid outlet 


November 
president. C 
lic meetir g r 
cor ventic n 


space available 


of meeting space for 


cor vention 
he explains 


i+ elf WwW fel 


will have 


SACRAMENTO, CAL. 


Ground has been broken for new 
$3-million E] Dorado Hotel, with first 
64 units expected to be available this 
fall, Frank 
Highway Hotels, Inc. 
Highway Hotels is building and will 
operate the hotel. When complete 
hotel will have 260 rooms, swimming 
pool, banquet hall for 1,200, restau- 
rant, coffee shop and parking facili 
ties for |,000 cars. 


hy é a 
Sebastain, president of 


announces. 


SANTA MONICA 
f a $500,000 remodeling 


ian TOT 
program for the Hotel Monica, for- 
merly Chase Hotel, have been an- 
nounced by Harry Jaffe. 
Lobk y bar ar j coffee h yp are being 
redesigned and all 150 rooms 22 


reae rated. 


owner 


pe ng 


for remodeling of 


apartment re 
ye : r 
Later pla a 
the grand ballr and seven meet- 


ing rc ms. 


WASHINGTON, D. C. 


Nine-month improvement program 
f Roosevelt Hotel cc ting $1.5 mil 
lion i nearir g ompleti n announce: 


Rankin ident and 


Dates t 


vice-pre 
general manager. Hotel i yw com 
jitioned with indi 
Meet 

ng tr ms feature new lower ceilings 
ics and folding 


rooms. 


pletely air 
vidual controls in each room. 
for improved acoust 
partitions betweer 
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THE MACDONALD— 480 Rooms 
Edmonton, Alberta ... 
A sparkling new 15-storey 


AVES | 
SI 


wing. Expanded convention 


—— oo oot 


facilities 


YOUR CONVENTION HOST FROM COAST TO COAST... 


Make your next convention the most successful ever. 
Select one of Canadian NATIONAL Railways “Hotels 
of Distinction” and enjoy unsurpassed convention 
facilities and recreational attractions, plus, of course, 


the very finest in service and accommodations. 


TRAVEL SERVICE: Canadian NATIONAL Railways 
passenger offices located in principal cities of the 
United States and Canada will save delegates time and 
trouble by completing all travel arrangements. We'll 
also plan interesting pre-convention or post-conven- 


tion Maple Leaf ‘Package’ Tours. 


CONVENTION PLANNING SERVICE: Canadian 
NATIONAL ’s Convention Bureau has the knowledge, 
experience and facilities to assist in planning a thor- 
oughly successful convention. Use these advantages to 
the benefit of your organization—Contact:—A. P. Lait, 
Manager Convention Bureau, Canadian NATIONAL 


Railways, Montreal, Quebec, Canada. 


CHATEAU LAURIER —550 Rooms—Ottawa, Ontario . . One of the 
world's finest hotels, located in the heart of Canada's capital 

JASPER PARK LODGE—650 guests—Jasper National Park, Alberta ... 
Open during summer season. Showplace of the Canadian Rockies. Un- 
excelled convention, sport and recreational facilities 

THE QUEEN ELIZABETH — 1216 rooms—Montreal, Quebec to open 
early in 1958. A magnificent, fully air-conditioned Canadian National 
Railways Hotel operated in association with Hilton of Canada Limited 
HOTEL VANCOUVER 560 rooms—Vancovuver, British Columbia 
Canada's West Coast Metropolis and convention headquarters. Under 
joint management of Canadian National Railways and Canadian Pacific 
Railway Company. 

THE FORT GARRY — 265 rooms — Winnipeg, Manitoba in the “Chicago 
of Canada” and splendidly equipped to handle all business and social 
functions. 

THE BESSBOROUGH — 260 rooms — Saskatoon, Saskatchewan . especi- 
ally designed and equipped for all convention requirements 

THE NOVA SCOTIAN 
looking historic Halifax harbour, this modern hotel ranks among Canada's 
best. 

THE CHARLOTTETOWN —110 rooms—Charlottetown, Prince Edward 
Island ... the "Garden Province’ of Canada. Famed seafood cuisine 
NEWFOUNDLAND HOTEL 140 rooms—St. John's, Newfoundland 
Centrally located in the capital city of the Province of Newfoundland 


50 rooms—Halifax, Nova Scotia Over- 


(CANADIAN 
NATIONAL. 
RAlLways 
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whole new world 


for your 


convention 


eabane & yaoht ctub 


ALL THIS 1S VOURS... 
FOR A PERFECT CONVENTION! 


© 14 meeting rooms or combinations . . . 
to seat any size meeting from 24 to 1600! 
Monitored air-conditioning 
Modern lighting and sound equipment 


Outstanding cuisine... 

served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


Underground parking garage 
Yacht anchorage on protected Indian Creek 


30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


Three delightfully different 

dining rooms to suit your every mood 
Informa! gaiety and dancing in 
Harry's American Bar — Garden Café 


Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompeii people. Four tiers assure all in attendance perfect view of the speaker's table. 


ROBERT H. WHALEN, Director of Sales 


SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 


Ty | ’ ts 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms 
New York: Circle 7-6940* Chicago: MOhawk 4-5100 © Cleveland: PRospect 1-7827 * Washington: District 7-7346 


OCEANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 
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AS THE EDITORS SEE IT 


SALES MEETINGS 
September 6, 1957 


National vs. Regional Meetings 


Perennial problem facing most companies is 
whether it is wiser to plan a national meeting or a 
series of regionals. Often the merits of each become 
obscure in the welter of things that are to be ac- 
complished. 

A rule of thumb to guide you in making a 
decision in favor of either a national meeting 
or regional meetings is this: for inspiration 
and wide cross-fertilization of ideas, consider 
a national meeting; for problem solving and 
training, consider regional meetings. 

Next, assess time values. National meetings take 
less time for the executive staff, but take more time 
from field men. After executives appear on a fout 
day national meeting program they can go back to 
their regular routines. However, for regional meet 
ings, they are involved with meeting programs for 
weeks or months. For national meetings salesmen 
are called away from their territories for a week 
while a regional two-day meeting keeps them right 
on the job. 

Cost-wise, national meetings are more expensive. 
Because their purposes are inspirational, elements 
that are required to develop enthusiasm and ‘“‘good 
feeling” toward the company and its products in 
volve cash outlay—luxury hotels, expensive visuals 
and exhibits, banquets, entertainment and materials 
to tie in themes. Add to this, cost of first-class travel, 
and it is evident that a national meeting is a large 
investment. 

What are the advantages of a national meet- 
ing? Here are some of them: 

1. Concentration of best talent:your top ex 
ecutives, specialists and best salesmen are on hand to 
impart ideas. 

2. More spectacular: With ingenuity you can 
make a national meeting an event to be remembered 
for not days but years. 

3. Sharing of experience: Men with common 
interests and problems have an opportunity to swap 
ideas with the largest number of their contempo 
raries. 

4. More spirit: As part of a large homogeneous 
group, salesmen can generate more enthusiasm and 
be inspired to a greater degree. 

5. Conservation of executives: While a little 
more top executive times goes into planning, execu 
tives devote less time at a national meeting than a 
series of regional events which take them on the 
road, 

Advantages of regional meetings are many. 
Some of them are: 

1. Local problems: You can concentrate on 
problems peculiar to an area or the salesmen in the 
particular area. 


2. Work sessions: With fewer men in attend 
ance, sessions can be intensive and designed tor spe 
cific accomplishment of entendees. 

3. Salesman’s time: Without having to travel 
to a distant city, salesmen have less time taken trom 
actual selling when they attend regional meetings 
which are shorter than national meetings generally. 

4. Informality: Because everyone knows each 
other, adjusting to a new situation takes less time. 

5. Easier training: Small groups with common 
experiences make training more specific and pro 
ductive. 

6. Improvement: You can learn from the mis 
takes or successes of one regional meeting and use 
this new knowledge to make the next meeting in the 
series better. You have an opportunity to « onstantly 
improve without waiting until next year. 

7. Lower cost: While you have high executive 
travel bills, they are still lower than the cost of 
bringing an entire force to a central point. In addi 
tion, regional meetings are less pretentious 

Well, you want to take advantage of 
regional meetings, but still you want to try 
to slide in some of the advantages of a 
national conclave at the same time. Is it 
possible P 

Here are three small ideas that will add “na 
tional” flavor to your regional SESSIONS (With a 
little thought, you could probably come up with a 
half dozen others. ) 

1. National contest: Have each regional group 
compete with each other for prize The contest 
should concern some accomplishment at the regional 
meeting: group that scores best in quiz; or grot 
that develops most original demonstration 
group that thinks up best answers for competiti 
claims, etc. This technique instills a competitive 
spirit and makes individuals at a meeting feel part 
of the larger national group. 

2. Telephone tie-in: Link two, three or per 
haps five regional sessions by telephone which feeds 
into PA system. One idea is for a pokesman fron 
each group to tell the rest the best ideas to come out 
of his group’s meeting. ‘his also allows a top ex 


an appearance at s¢ eral regional 


ecutive to make 
meetings at once. 
3. Idea swap: Have one man from each re gion 
attend another region meeting which precede hy 
He reports back to his group what ideas he picked 
up trom salesmen (not executive presentation). Of 
course, the group that stages the first meeting doe 
not get an opportunity to hear from another group 
meeting. Io compensate, you can bring in a sale 
man from another region to speak about ideas that 


work in his territory. 
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GARDNER 
DISPLAYS 


SEPTEMBER, 1957 


GARDNER DISPLAYS COMPANY 


PLANNED PROGRAM OF EXHIBITS 
INCREASES EFFECTIVENESS, REDUCES COSTS 


For most effective selling at lowest cost, a planned pro- 
gram should be developed for every advertising and pro- 
motion medium. These programs must be integrated into 
an over-all marketing plan. Trade show participation is 


FORD JET ENGINE EXHIBIT 
HAS DOUBLE OBJECTIVE 


The basic story Ford Motor Company wanted to sell was “per- | 
formance through industrial teamwork,” with the J-57 jet engine | 
as an example. This story, however, had to be planned for various 
types of audiences—engineers, technicians, stockholders, and the 
general public. To complicate the problem, the exhibit had to be 
physically adaptable for use under a variety of conditions 

The exhibit shown above was developed by Gardner Displays 
to meet these requirements, It was designed to fit either 8 foot or 
10 foot booths, and is easily adapted for use as an island-type 
Versatility of the unit is assured through both construc 
It tells an intelligent story to technicians, but still 


display 
tion and copy 


appeals to the general public. 

Six oversize jet helmets with concealed speakers are suspended 
from the canopy over the engine, and a message repeater tells the 
story of the Ford Aircraft Engine Division and the J-57 jet engine 

The exhibit has already been used at the Ford Stockholders’ 
Meeting; Armed Forces Day, at Selfridge Field; and the Oklahoma 
City Semi-Centennial. A number of additional showings are 
scheduled. 


AlL TODAY... FOR SELLUTIONS TO YOUR EXHIBIT PROBLEMS 


Gardner Displays 
477 Melwood Street 
Pittsburgh 13, Pa. 


Please send us... 
Special Exhibitor's Check List. 
Drama and Action in Trade Show and Institutional Exhibits. 
Add my name to your regular mailing list 


Send list of shows and complete data on the following 


Nome 
Company 
Address 


State 


eee ee 


~ 
~ 


no exception. 


Planning for exhibits at trade shows should begin with 
a study of the market represented and analyzed in terms 


The following will help you 
evaluate your own‘ practices 
in exhibit planning. If you can 
answer “yes" to these ques 
tions, your exhibit program 
should prove most effective 
1. Is your exhibit program 
ylanned in advance for at 
al a one-year period? 
Do you study show at 
tendance in relation to 
your company’s markets 
before you decide what 
shows to enter? 
Do you budget all costs 
relating to show partici 
pation either as part of 
your advertising expense 
or in a special category? 
Do you consider design 
and construction costs of 
exhibits in relation to 
total costs and to desired 
results? 
When your show sched 
ule is determined, do you 
discuss the whole pro 
gram with your exhibit 
designer? 
Do you plan exhibits for 
all related shows at one 
time? 
Are your exhibits aimed 
specifically at the most 
important groups of show 
visitors? 
Do your exhibits tie in 
with your over-all adver 
tising and marketing pro 
gram? 
Is the literature offered 
or distributed at your ex 
hibits specifically planned 
to tie in with the objec 
tives of your exhibit? 
*Exhibit Quotient 


of your market interests. 
Detailed information on at 
tendance can be provided 
by show managements and 
participation should, be 
made on this basis, not on 
“what you did last year.” 
This same analysis is also 
valuable in making exhibits 
more effective by aiming 
directly at visitors who are 
most important to you. 

With a program and 
budget set up in advance, 
it is possible to design ex 
hibits to do a good sales job 
in several shows. It may 
not be possible to use the 
whole exhibit, but portions 
can be incorporated to 
serve the purpose. When 
your exhibit designer and 
builder knows your whole 
show program, he can 
plan for maximum utiliza- 
tion of the exhibit. 


Advance planning and 
scheduling of exhibits can 
increase inquiries and sales 
because they will be more 
closely integrated in the 
over-all marketing and ad 
vertising program. Tie-in 
material, such as invita- 
tions and literature, can 
also be prepared in ad- 
vance and there will be 
more time for details, more 
time to assign and instruct 
booth personnel 


Information on many 
trade shows is available 
from Gardner Displays. 
Tell us the people you want 
to reach, and we will send 
you a list of shows, dates, 
places, and show manage- 
ments. No obligation—just 
use the convenient coupon 
on this page. 


GARDNER 
DISPLAYS 


477 Melwood St., Pittsburgh 13, Pa. 
DETROIT ¢ CHICAGO e NEW YORK 
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Watch Your 
Distributors Trip! 


10 ways a distributor can alienate your dealers with a 
poorly planned incentive trip. Although you have nothing 
to do with the program, still your products are involved. 


Your distributor can put you in 
the middle of a mess if you don’t 
examine his incentive contest for 
dealers with a practiced eye. 

You can suffer from a poorly run 
incentive travel trip that you have 
not staged but have helped to finance. 
You can feel the wrath of resentful 
dealers and yet have had nothing to 
do with the situation that spawned 
their discontent. 

You can have a trip backfire that 
you haven’t planned or operated and 
to which you have contributed no co- 
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op advertising funds nor a special ap 
propriation. 

This is not an academic probability 
but a real situation. It happened just 
a few months ago. (We shall not 
embarrass the distributor further by 
mentioning the company by name.) 

One of the nation’s largest appli 
ance distributors developed an incen 
tive travel contest for its dealers. 
Contest covered the five lines of ap 
pliances handled by the distributor. 

Points were established for each 


product. Manufacturers who con 


tributed funds were given a break on 
‘I hei 


Slow moving items 


the points system. products 
had more points. 
were given added points. 

The trip had a glamour appeal 
Rome and Paris. If a dealer doubled 
his quota, he could take his wife 

Three different quotas were set up 

for small, medium and large deal 
cers. (uotas were based on potential 
ales of the distributor's line 

At this point, the incentive contest 
appears to be conventional Sased on 
hould be A ce ful 


experience it 


23 


promotion to move merchandise. It 
did move merchandise. It garnered a 
bigger share of market for the dis- 
tributor’s lines. Almost 150 people 
earned the trip. 

But, unlike other promotions, an 
incentive contest doesn’t add up all 
its benefits until the trip is taken. 
‘The major moving more 
merchandise, building bigger share of 
market 


the contest closes. 


assets 


are accumulated as soon as 
Additional assets 

dealer goodwill, enthusiasm for fu 
ture promotions are not amassed 
until after a successful incentive trip 
is completed, 

‘Thus, the trip is the bonus to the 
distributor and manufacturer; it is 
where the extra values are built in 
or killed if the trip fizzles, 


Dismal Failure 


In the case being cited, the trip 
was a dismal failure. Not enthusi 
asm, but animosity was engendered, 
The distributor now has to spend 
money to rebuild goodwill among his 
dealers. He now is taking them to 
baseball games and night clubs—put 
ting out cash not to move merchan 
dise but to placate disgruntled deal 
CTs, 

What went wrong? How can a 
glamorous trip to Rome and 
backfire? 


Here are some of the errors that 


Par is 


went into planning this incentive 
trip: 

1. Saving money: You can’t take 
1 money-saving approach to luxury. 
\s soon as you start to cut costs, you 
the very 


thing your trip attempts to convey to 


invariably eliminate luxury 


trip winners. Spending money is not 
to be confused with wasting money. 
It is one thing to watch dollars care 
fully and get your money’s worth. It 
is still another to cut down on essen 
tials—especially on essentials that are 
exper ted, 

2. False assumptions: Planners of 
this incentive trip made some faulty 
aASSUIMptions perhaps prompted by 
that money-saving approach. It was 
assumed that dealers and their wives 
might preter to have one meal a day 
on their own at some fancy restau 
rant. ‘This might sound reasonable, 


except, that it assumes that contest 
winners will think of spending their 
own cash for one meal a day in a 
high-priced restaurant as compatible 
with an “all-expense-paid trip.” This 
trip offered a continental breakfast 
(rolls and coffee) and either lunch 
or dinner at the hotel. In effect, deal- 
ers received one and a half meals a 
day. 


Many Extras 


What happened? Dealers ordered 
the kind of breakfast to which they 
are normally accustomed. ‘They were 
told by the waiters that eggs and 
orange juice were extra. (Good start 
for the day!) Okay, so bring them 
on was the attitude of dealers. But 
when the check arrived for the ex- 
tras, they were amazed. Orange juice 
in Rome, according to one dealer, 
was $1.60 a glass. 

Dealers could have either lunch or 
dinner in their hotels. Menus were 
set. Any changes were extra. Cof- 
fee was not included in meals and 
so this was extra. These extras, all 
expenses for the dealers, became irri- 
tating. Cash that dealers had brought 
with which to buy gifts for the folks 
back home was being converted into 
“extras” at breakfast, lunch and 
dinner. 


3. In season: No graver mistake 
can be made than to book an incen- 
tive trip during the peak of the regu- 
lar tourist season. Of course, the dis- 
tributor might like, personally, to 
visit Paris in the spring, but it is 
not a gay, romantic time he is bar- 
gaining for with a large group. First 
problem was hotel reservations. In 
season, hotels don’t want group busi- 
ness and if they accept it at all, can 
provide something less than top serv 
ice and accommodations. 

In Rome, for instance, one hotel 
refused to honor reservations because 
it claimed to be filled up. Could any 
thing be worse for an incentive travel 
trip? Imagine arriving with your 
confirmed reservations — in 
hand, to find insufficient hotel rooms 
available. 


4. Multiple hotels: Because of in- 


season reservations, no one hotel could 


group, 


You Can't Take a Money-Saving 


Approach to Luxury—and Win 


accommodate the more than 100 deal- 
ers and wives. So several hotels had 
to be booked in Rome and Paris. 
This meant losing the spirit and ex- 
citement created by a cohesive group 
that lives together abroad. Not only 
does it reduce the fun, it creates com 
munications problems. Then there is 
a comparison of accommodations by 
dealers and almost certain grumbling 
from some big dealers who feel they 
have less choice facilities. 


Side Trip Problems 


5. Side trip: Since dealers are get- 
ting their travel to Europe free, it is 
easy to accede to plans to give them 
an opportunity to spend additional 
time in Europe on their own. How 
ever, when your travel agent makes 
these side-trip plans for your dealers, 
you are accountable if anything goes 
wrong. 

In the case being cited, many things 
went wrong on the side trip which 
included a bus tour of Italy. ‘The 
deluxe bus proved to be something 
less than luxurious. Constant riding 
several days, for periods of four and 
five hours at a time, in an uncom- 
fortable bus with time out for meal 
stops only, did not make for pleasant 
touring. It became so tiring, some 
dealers left the bus midway and took 
trains to Venice or back to Rome. 
Hairpin turns up and down moun- 
tains were more frightening than en- 
joyable for most dealers and wives. 

6. Poor seats: Dealers complained 
about the back-of-the-house seating at 
the shows included in the tour. This, 
too, took off some of the shine of lux- 
ury they had expected. On a trip 
that they “win,” dealers take the no- 
tion that they will receive kid-glove 
treatment, and a seat far back at the 
Follies Bergere, is something less 
than their due, as far as they are 
concerned, 

7. Two cities: A one-week trip 
that attempts to cover two cities in- 
volves too much traveling and too 
little sight-seeing. After all the rush- 
ing and plane traveling, dealers and 
wives are left breathless but not from 
the sites. Just about the time dealers 
begin to know and get a “feel” of 
Rome or Paris, they have to pack 
and rush off. 

8. Plan for changes: Once trip 
plans were set, no attempt was made 
to change anything. Thus, errors that 
cropped up the first day continued on 
for the rest of the trip. No effort was 
made to revise plans and recapture 
goodwill lost because of poor arrange 
ments; no one was on the spot to 
make vital decisions that might in- 
crease costs but pay off in better 
dealer relations. 
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For instance, as soon as it was plain 
that continental breakfast was not 
enough for dealers, the distributo1 
should have made immediate arrange 
ments with hotels to serve a complete 
breakfast. As soon as it was evident 
that dealers were being made to put 
out too much cash for their meals, 
arrangements should have been made 
to provide missing meals. 

9. Local transportation: ‘This trip 
did not include local transportation 
from hotels to theaters or night clubs. 
While the cab fares were not majo: 
items, still it made the trip less than 
“all expenses paid.” It made dealers 
responsible for being at the theater, 
instead of the distributor taking this 
responsibility to take them there. 

10. Inexperienced handling: For 
travel abroad, there is no substitute 
for experienced counsel. If a travel 
agent is selected who has not had 
wide experience in incentive travel, 
you run a risk. Individual travel and 
group travel differ widely, and incen- 
tive travel as opposed to simply group 
travel varies even more. Thus, if 
the travel agent has no experience to 
detect danger points in advance and 
makes no provision to alter initial 
plans, you have an explosive situation. 


Costly Mistakes 


These 10 mistakes are costly. In 
defense, the distributor claims that 
to have had an experienced incentive 
travel organization handle his trip his 
costs would have increased greatly. 
But did they? 

The difference in cost was probably 
$50 per dealer between a trip of a 
lifetime and an irritating experience 
abroad. 

Some dealers were financially em- 
barrassed. They hadn't planned on 
incurring the expenses necessitated by 
trip plans. ‘They didn’t read the fine 
print which indicated that half thei: 
meals were to be paid for. They as- 
sumed—and had a perfect right to as- 
sume—that the distributor was bear- 


ing all costs. 


Side Effects 


Now the manufacturers whose 
products were involved may start to 
receive the side effects of the trip. 
Dealers may be less responsive to pro- 
motions. Dealers may cast a jaun- 
diced eye at incentive trips coming 
from the same direction. 

Strange part- of this situation is 
that the distributor has had phe- 
nomenal success with incentive trips 
in the past. However, these have 
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been in the United States where com- 
plete arrangements could be made 
and carried out with experienced 
hotel staffs. 

Poor decision making by the dis 
tributor brought him down a rocky 
road on which the return is much 
more difhcult. ‘The 
have been dragged along the same 
road inadvertently, , 

Thus, it is 
manufacturers who market through 
distributors to examine closely the 
incentive plans of their distributors. 
Whether your cash is involved or not 
your product sales are. 


manufacturers 


incumbent upon all 


Steps to Take 


These are the steps a manutacture! 
should take: 

1. Have someone on the staff who 
knows something 
travel programs and who can judge 
the plans of distributors. 

2. Consult with distributors in in 
itial planning of an incentive travel 
contest. 

3. Check on the organization that 
is acting as travel agent. Determine 
whether its experience and staff qual 
ify it to take on the job. 

4. Tsake an active part in plan 
ning. Even if you are not cooperating 
with cash, it does not mean you are 
not party to the contest it’s your 


about incentive 


products and ultimate goodwill that 
are involved, 

5. Offer tips to your distributors 
on how to make sound plans for in 
centive travel. Give them the benefit 
of expert opinion and advise them of 
the dangers of poor planning. 


Trend Today 


Trend today is toward distributor 
sponsored trips. Manufacturers can 
not back away from this trend with 
the feeling that it’s not their baby. 

Here is why more and more dis 
tributors will be turning to incentive 
travel contests: 

|. Discretionary buyers: Many 
shoppers are not sold on a particular 
brand when they shop for an appli 
ance. Thus, the dealer who has an 
incentive to push a particular line 
will lead the shopper to purchase in 
this line. 

2. Competition: 
companies are courting dealers and so 
distributors have to do something to 
offset the pressure on dealers. Bigger 
and better trips seem to work. 

3. Local conditions: Distributors 
can trade on local conditions and 
preferences when they create an in 
T hey can set their 
contests to conform to their particu 


Competitiv e 


centive contest. 


AID DISTRIBUTORS 
AND PROTECT OWN 
INTERESTS WITH 
THESE FIVE STEPS 


Have expert on staff who can 
analyze distributor incentive 
programs for flaws. 


Consult with distributor early 
in planning. 


Check with organization that 
is to be travel agent. 


Be active in all phoses of 
planning. 


Give distributor benefit of 
your experience with incen- 
tive programs. 


lar selling seasons and the interest 


of their dealers in a t ip to a particu 
lar place. 

4. Whole line: [b« 
products must move 
distributo 


ause all his 


} 


ather than just 


one brand 


are including 


their whole line in incentive travel 
contests with marked success 
ting financial assistance from 
manufacturers, distributors 


to finance contests more 


Whole Success 


Basi ally every incentive trave 


contest 18 a partial iccess if some 


body wins. ‘The distributor 


doesn t 


pay tor a ri inle someone ha 


bought enoug to ofiset the cost 
However to * a whole succe ‘ 
contest requires the kind of planning 


that manufacturers have been doing 


Now that distributors are taking on 
lA 


the new role, manufactures should 


be supplying the know-how 
the same benefits they have enj 


when they ran the “show them 


Half million jam industry fair on Navy 
Pier. Huge turnout stimulates thinking 
in other cities for expositions with 
similar formula. Chicago, itself looks 
to possible 1959 international fair as... 


LONG LINES form outside Navy Pier 


Cities Eying Chicagoland Fair Success 


Chicagoans like expositions. “They 
flocked to Chicagoland Fair, June 28 
July 14, in such numbers it has given 
its sponsor, Chicago Association of 
Industry, 
Paid attendance 


Commerce and an unex 
pected cash return 
exceeded a half million people at 90 
cents for adults and 50 cents for 
children, 

In making money, this world’s fair 
type of show can make Chicago's 
Century of Progress and its Railroad 
Fairs blush. 

Strange part about this fair, it was 
a success in everything except its 
to recruit skilled 
Chicago industries. Idea 


original concept 
labor for 
behind this event was to draw out-of 
towners to Chicago where companie 
could induce them to take some of the 
going 
I housands were lured to the fair but 


25,000 jobs now begging. 
personnel recruiting was slow. Peo 
ple came to the fair to have a good 
time, and they did. Comparatively 
few came to investigate new job pos 


ibilities. 


Slow Start 


At its inception, this fair almost 
died aborning. Industry was slow to 
buy exhibit space. Richard Revnes, 
managing director of the show, had a 
king-sized headache big plans and 
no exhibitors. 

Andrews, Bartlett and Associates, 


Inc., was signed as exposition man 
agement and an all-out campaign was 
staged to sell the fair to exhibitors. 
Biggest single factor to put this show 
on the road was newspaper coopera 
tion. Chicago newspapers saw what 
the rest of industry didn’t—that this 
event would have tremendous public 
appeal. When the newspapers got 
behind it, the fair went into high gear. 


250 Exhibitors 


About 250 exhibitors took 150,000 
sq. ft. of exhibit space on the two 
wings of Navy Pier. Up until exhibi 
tor deposits started to come in, Asso 
ciation of Commerce and Industry 
had $15,000 of its own cash invested 
in the venture. ‘hat was as deep as 
the association ever got with its own 
money although it had obligations of 
$150,000 when the doors opened on 
the first day of the show. 

In addition to exhibits, this fair 
included free entertainment: ice show, 
water show, puppet show, variety acts 
and band According to 
Revnes, money for entertainment was 
allocated on the basis of $1 for every 
$3 that came in for exhibit space. By 
the time that the doors opened there 
was $140,000 in entertainment sched 
uled, 

Concerning original plans for en 
tertainment, Revnes indicates that 
the big question was whether to have 


concerts, 


a low gate price and charge for en 
tertainment or have the 90 cent adult 
price and offer entertainment free. 
‘The latter decision proved to be right. 
A visitor didn’t have to spend a nickel 
on the pier after he passed the front 
door. 

I-xhibitors were not permitted to 
sell anything at this show with just 
a few exceptions. ‘These were the 
refreshment booths, complete restau 
rant set up by the Palmer House 
Hotel near the end of the pier, and 
little booths filled with imported gifts 
in the International Bazaar operated 
by Carson, Pirie Scott & Co. at the 
far end of the pier. 

International Bazaar was set up by 
the retailer as a promotional stunt 
rather than as a real sales effort. How 
ever, the tremendous trafic and buy 
ing interest made actual sales a big 
and profitable item. 

Visitors had a fine time at the fair. 
Almost every other booth had some 
kind of drawing for prizes from dolls 
and cemetery markers to mink coats 
and cars. 


Employment Booth 


In keeping with the show’s original 
purpose, one booth staffed by II1linois 
State Employment Service had a 
Remington-Rand Univac which could 
tell a show visitor what company in 
the Chicago area had a job open for 
which he could qualify. 
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TALKING GIANT still attracts kids. 


ho . 
> . My) 
“s 
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SER 8 may 


wan Vees 


We ee at, 
ECCHI ELWA 


Big attraction was $1 million in 
cash on display at the First National 
Bank of Chicago exhibit area. In the 
center of a well-shaped case rested 
stacks of bills of all denominations. 
(‘There was little danger of the $1 
million disappearing. Eight uniformed 
bank guards as well as plain clothes 
detectives kept an eye on the cash.) 

Six radio stations and one ‘TV sta 
tion broadcasted from the show. ‘These 
live broadcasts always drew crowds. 

Another big attraction was a visit 
aboard Canadian escort vessels docked 
beside the pier. ‘The ships helped to 
celebrate Canadian Day at the fair 
and mark the new era to be opened 
with the St. 


Chicago 


Lawrence Seaway. 
Tribune's booth had an 
operating Linotype machine so that 
visitors could see classified advertising 
‘The Borden Co. had 
kIsie and her twin calves on display. 
Brunswick-Balke-Collender had regu 
lation bowling alleys with automatic 


copy being set, 


pinsetters in operation tor 


visitors 
and demonstrations by bowling 
Polks Bros. had demonstra 
tions ot Whirlpool’s robot-controlled 
“Live Better Electrically” 
caravan was on display. Sears, Roe 
buck & Co. offered a style show. 
Penn- Texas Corp. had Halicrafters 
hortwave equipment in its booth to 


( hamps. 


\ ite hen, 


contact servicemen relatives of show 
visitors anywhere in the world. As 
an aid to parents with small children, 
Jewel Food Stores had a large sup 


ply of shopping carts on hand which 
could be borrowed = to be used as 
kiddie strollers. 

While exhibitors who sought new 
employes had something less than a 
rush for jobs, exhibitors with product 
promotion in mind enjoyed high in 
terest. ‘hey could take orders and 
even deposits. 

Canada had a 6,000 sq. ft. exhibit 
to promote its trade. Another big 
exhibit of Japanese products added to 
international flavor. 


a" 


FREE ENTERTAINMENT included a water show that played to 


capacity crowds almost every performance. Show was on the lake. 


28 


One of the largest exhibit areas 
was the Commonwealth Edison dis- 
play. It covered 8,000 sq. ft. 

‘To beef up recruiting aspects of its 
booth, Western Electric ran news- 
paper classified advertisements advis- 
ing applicants to arrange interviews 
at the fair. 

‘There were two huge talking ro- 
bots to amuse the children. One was 
Joe Diesel in the Electro-Motive Di 
vision, General Motors Corp., booth, 
The other robot was Diesel Dan, 
“the railroad man,” in a railroad in- 
dustry booth. 

Search for employes was more real 
than fancied. Marshall Fields, for 
instance, had immediate employment 
available for 300 people in its restau- 
rant operation. Automatic ‘Transpor- 
tation Co., billed itself as ‘a good 
place to work,” and was seeking 
skilled factory help and engineers. 
(jreater Chicago Hotel Association 
kept a sharp eye peeled in its booth 
for potential uniform service help. 
Westinghouse Electric Corp. was in- 
terviewing during the show for ap- 
plicants seeking opportuni- 
ties.’ Prudential Insurance Co. of 
America, ‘a friendly place to work,” 
stood ready to interview job seekers 
as did Standard Oil Co. 

If ever there was a testimonial to 
the capitalistic 
Fair was it. 


“ 
career 


system, Chicagoland 


‘To promote out-of-town attend 
ance, a syndicated mat service to 
weekly newspapers in Michigan, In 
diana, Illinois was 
A modest publicity budget of 
$35,000 was set for the show. No 
paid advertising was used, 


Wisconsin and 


: 
used, 


Among 
the promotional efforts were pennants 
drapped on light standards the length 
of Michigan Ave. and invitations to 
visit the fair printed on the backs of 
street car transfer tickets. 

Fair management conservatively 
(and secretly) hoped for a gate of at 


least 160,000 people. After three 


days, it was evident that the hoped 
for figure would be left far behind 
as the 16-day event gained more mo- 
mentum each hour. 

So impressive was the drawing 
power of this type of event that civic 
and business interests from Detroit 
and Cleveland went back home with 
ideas buzzing in their heads for 
something similar. Detroit is looking 
toward 1960 for a trade fair there. 
Cleveland interests are thinking in 
terms of a 1959 international trade 
fair to mark the opening of the 5t. 
Lawrence Seaway. 

Chicago Association of Commerce 
and Industry is already looking to 
ward 1959 with ideas popping for an 
international fair. Based on its Chi 
cagoland Fair, the 1959 event appears 
to be a sure bet. 

What Chicagoland Fair proved 
was that when civic interests — busi- 
ness, industry and government get 
behind a fair, and exposition manage- 
ment is in capable hands, the event is 
bound to prosper. 

One big reason that Chicagoland 
Fair made money while other large 
public expositions have gone into the 
red was physical plant. When new 
building is required, a big chunk of 
cash has to be amortized before the 
fair gets into the black. With Chi- 
cagoland, with no buildings to erect, 
major cash commitment was for en 
tertainment which was more than 
covered by receipts of the first five 
days. 

Now that Chicagoland Fair has es 
tablished a successful pattern, every 
major city may soon be mulling over 
plans for something similar. What 
Chicago has done is urbanize a county 
fair. It has given the city an attrac 
tion that is just a little bit different 
than normal entertainment fare—and 
in the summertime when people are 
looking for family outing ideas at 
nominal cost. 


ICE SHOW drew crowds and rink was available for skating by visi- 
tors between performances. Foreground is Army rocket on display. 
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How many conventions did you attend in 1956? 
25% 


& 17° 


oe Oe Ee 


Are programs at conventions you've attended this year better? 


@) () @) ( () @) (:) 
YES 


NO 


Are — aps shows res e valuable - your company ae year? 


A fr ca XR | ome TARULEE 


0% YES 


Are you —— more at convention hotels this year? 


A 


69% YES 


. Taking your wife to more conventions this year? 


AT A 


» YES 30% NO 5 SAME 


- Do conventions to which you take your wife have special programs for wives? 


A\ (2 
A 

me 
16% NO 


. Does your wife help you entertain at conventions? 


a 


69% YES NO 


Are you traveling more miles by plane this year? 


AMM Si Se AMS 


7% NO 


Have you been called upon to speak at more conventions this year? 
a 
22% 
YES 
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A model in your exhibit booth is a big mistake 
if she competes with your product message for 


attention. 


trained, can be a valuable part of your exhibit's 
sales team. Wise selection of model is the trick. 


BY EDGAR H. SIMPSON 


MODELS 
Boon or 
Boomerang ? 


Right girl, properly dressed and 


General Manager, Nancy Simpson Agency* 


‘Young man, | will have nothing 
‘They only lower 
a company’s dignity and distract at 
tention from the merchandise!” So 


to do with models. 


ended a vehement speech delivered 
by one trade show exhibitor the mo 
ment | met him. 


Untortunately, there are many it 


dividual instances in which he may 
be right. Some exhibitors may have 
never engaged a model themselves, 
but may have been observing their 
use by others year after year in some 
large trade show. Within that range 
of observation, such conclusions might 
well appear correct, for many such 
shows abound with instances of un 
wise selection and wrong use of 
models, 

In considering employment — of 
models in a trade show it is vital 
that the exhibitor bring a number of 
different factors into right combina 
tion. Based on studies of many shows, 
my own conclusion is that although 
many employers undoubtedly do profit 
models, comparatively 
few derive the fullest benefit that they 
might. 


from use of 


Underlying this is a strange fact. 
We should all think it odd if a com 
pany were to engage in an adver 
tising campaign of using photographs 
in which the model was haphazardly 
chosen, inappropriately costumed, and 


*Chicago 


30 


the picture itself were in no way 
linked or related to the advertiser’s 
message. It is remarkable, therefore, 
that although these same factors are 
present—perhaps to an even more im 
portant degree in the application of 
live models in trade shows——they are 


so frequently unrecognized or ignored. 


Closely Correlated 


Unless a model and her activities 
are closely correlated to promotion of 
the product, or other company aid 
unless the model transfers spectator 
attention from herself to the main 
objective—she may prove to be not 
a sales weapon, but a boomerang. 
Where this necessity is unrecognized, 
the more attractive and arresting the 
model, the greater the risk of just 
such a development. 

Because of this and a number of 
other considerations, I believe that ex- 
hibitors who use models most suc 
cessfully are those who plan a definite 
area of logical, realistic and useful 
activity for them when planning their 
exhibits. I am inclined to believe that 
unless a model can be really inte- 
grated into the program in a ‘con- 
structive way, it is probably better not 
to have one at all. 

If, however, you decide that one 


or more models can be ot definite 


advantage in an exhibit, you must 


4 L. 


HOW VALUABLE is she at exhibit? 


then make a selection based not only 
on professional ability, but on ap 
propriateness of type. Some shows are 
presented for the public, the ultimate 
customer. Others are for the trade. 
It is important to consider who your 
spectators will be, what sort of peo 
ple they are, what type of girl will 
best appeal to them and to make sele 
tions on that basis. 

From the point of view of public 
relations, many companies spend much 
effort and money to present a certain 
self-portrait—to create a certain cal 
culated impression in the public mind. 
In such a case, choice ot models must 
not conflict with, but must serve to 
actually enhance that picture. So, too, 
must their costumes and activities. 
Of all the different elements that .are 
involved in a good utilization of 
models, two of the most important are 
right selection and appropriate dress. 

Much could be said on the subject 
of dress, and much depends on in- 
dividual circumstances. Some em- 
ployers favor abbreviated costumes. 
Perhaps, in a specific case, there may 
be logical reasons for the choice. In 
many instances, however, there are 
not any good reasons. Although every 
eye will, of course, be drawn, ob 
server reactions are likely to be many. 
In some minds it will spell bad taste. 
Furthermore, such costume will make 
it more difficult than ever to bring 
audience attention to the merchan 
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Con bic’ Stitbn, 


v CHICAGO 


SUCCESSFUL 
CONVENTIONS 


ave a 


HILTON 
HABIT 


ony There is nothing finer in the world of convention 
Tey, (2 / L fof facilities than those you will find in Hilton and 
(7 Mon Statler Hotels. 
J N 
gy piguauerave: For complete information on accommodations, 
contact Sales Manager of any Hilton Hotel, or: 


Richard L. Collison, Assistant Vice President and 
General Sales Manager, Hilton Hotels, Palmer 
House, Chicago 90. 


John B. O'Connor, Sales Manager, Eastern Divi- 
sion, Hotel Statler, New York 1. 


Arne C. Schey, Sales Manager, Central Division, 
Palmer House, Chicago 90. 


RESERVATION OFFICES 
New York: 401 Seventh Ave.—Tel. LOngacre 3-6900 
Cuicaco: Palmer House—Tel. FI 6-2772 
SAN Francisco: 100 Bush St. — Tel. YU 6-057¢ 
Miami: 150 Southeast Third Ave.—Tel. FR 9-3427 
Toronto: 25 Adelaide St., W.—Tel. EMpire 8-292! 
MontreaL: 1080 University St.—Tel. UN 1-330] 


Hilton Hotels Under Construction in Pittsburgh, 
Montreal, Havana, Cairo, Acapulco and West Berlin 


Conrad N. Hilton, President 
Executive Offices » The Conrad Hilton + Chicago 5, Ll. 


Plo 
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Beach 


the city 


designed 
.* 


for conventions 


This famous convention city 
has the largest concentra- 
tion of new, air-conditioned 
hotels in the world—more 
than 31,000 rooms, And 
with Miami Beach's ever- 
changing skyline, hotels 
are designed for convention 
convenience, from drawing 
board to completion. Meet- 
ing rooms are available for 
seating up to 3,000 persons. 


NEW MIAMI BEACH 
EXHIBITION HALL 


will have an overall area of 
195,000 sq. ft. with a seating 
capacity of 15,000 in main 
arena with smaller meeting 
rooms seating from 150 wo 
800... This new exhibition 
hall will connect with the 
present Miami Beach audi- 
torium, which has a seating 
capacity of 4,300, is located 
within minutes of hotels, 
stores and resort activities. 


The Miami Beach Conven- 
tion Bureau spends as much 
time serving your conven- 
tien as it does securing it. 


+S 


lor details, write 
THOMAS F. SMITH, Dyrrector 
Miami Beach 
Convention Bureau 


Municipal Office Buiiding 


Miami pac 19, Florida 


voice diction personality 


HIGH-RIDING model atop a 60-foot crane calls attention to manufacturer's name. 


gene al terms 
scanty attire is 

ippropriate | in con 
ion WwW which speci 
elate ( p sSwimweal 
pla 

idopt if whe re no ch con 

k the appearance 

a Company 

( heapen 
show. 
ra business will be 

through such a poli Y 18 ex 
q iestionable. It should always 
remembered that when a mode! 
ents a certain compan 
compan it ne | ib] 


i! both risk ind opportunity. 


of model 

to the next 

employer, par 

s to take place 

is to find girls 

some try to 

photographs 

no other indicatior Photos 

ilone are insufhcient as criteria ror 
idging trade show models. They 
show i girl as it were, In one dimen 
sion only, re vealing nothing is to her 
sale sMan 
ship and skill in 


\loreove: 


public 


i photo shows only how 


elations 


model may look in photography. Du 


t r ' 
nay prese 


flerent 


KNOWS 
I! ode ls we ll. 


do not expect to be able to interview 


models before the show. It is wise 
to outline your project to the agency 
ot you! 


al () ask 


wo ld I Its Opinion be well 


request photos, and 
gestions as to which 
rement 
ail themselves 
agency services. Yet, on tem 
those services cost vou 


Another 


agent can often be helpful 


porary jobs 
nothing 


the 


respect in which 


offer suggestions as to how to 
the most effective use of models ir 
vyiven situation 

An agent who has been active 
many shows, and has taken part in 
briefing and coaching numerous 
models for specific job assignments, 
can come up with a lot of ideas, es 
pecially if there is enough time to 
illow for possible special preparations 
It may be reassuring to know that 
ethics forbid 


agents and models to reveal the plans 


protessional reputable 


of an emplo er to competing con 
panies. When engaging a model, es 
pecially from a distance, it is good 


ht to 


eplacement in the event 


policy to reserve the rig equest 
mmediate 
she should prove unsatisfactory. This 
serves to protect the employer against 
possible major errors, and to keep the 


other parties on their toes. 


Tentative Selections 


(Jt course when hiring 


| 
the best procedure, if at all 


+ + 


) own 


practi able, is to make tentative sele 
tions trom photos and agent’s sugges 
tions, and to arrive in town early 
eno igh to interview the selected pros 


personally. Here, the one risk 
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You'll ENJOY your convention x 
in the “Land of Enchantment” 


. because Albuquerque has everything to make your convention 


the best yet. Business is a pleasure here . . . leave your worries at 


home and prepare for something new. A really relaxed meeting 


in Albuquerque is just what the doctor would order. 


BUSINESS MEETINGS. .. 


tac s for a good convention and 


civic you'll find both here. 
AUDITORIUM 


A convention delegates 

dream completely 

air-conditioned, with ‘sit 

all. day-in-comfort”’ seots 

to accomodete 6,500 people. A_ million-dollar building with 
really complete facilities from an excellent catering service 
to convenient meeting rooms of vorying capacities. The newest 
and finest in the Southwest. Write for additional detoils 


Fine facilities and a friendly people are top essentials 


\ > ) ) Manager, 


( ZIM Convention Committee — 
ALBUQUERQUE SN 


Albuquerque 


Ne 
new mexico a . fey “ih r< Chamber of Commerce 


ALBUQUERQUE, N. M. 


Arrive Fresh ‘n Ready 


via Delta's Golden Crown DC-7's, 
“Flying Scot'’ DC-6's & DC-7's 
and Convair Metropolitans 


Your convention’s off to a flying start on 
Delta! Specialists in handling large and 
small groups, Delta will help stimulate 
attendance by contacting members on air 
travel, and mailing brochures. A wide 
choice of fares and services on Delta. 


You're in the best of hands . 
when you fly Delta. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
Atlanta Airport, Atlanta, Ga. 
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VIRCO IS BUILT BETTER 
TO LAST LONGER 


VIRCO #600 SERIES FOLDING BANQUET TABLES 
Virco all-purpose folding tables give you years of service. 
Quality constructed of fine materials, 

built for maximum strength 
and durability, yet attractive 
in appearance. VIRCOLITE 
plastic or Masonite tops 
are safe because the 
gravity lock prevents 
accidental collapsing. 
Easy to handle and store 
compactly. 


VIRCO “CAN'T TIP” SAFETY-TESTED #127 FOLDING CHAIRS 
are precision constructed of tubular steel with extra 
reinforcement, fusion welded and brazed at all points 
of stress, Available in five popular colors in baked-on 
enamel finish, Comfortable, easy to fold 

and stack compactly. 


VIRCO NEW #145 FOLDING TABLE-ARM CHAIR... 
same quality construction features of the #127 
folding chair, plus, a well-supported tablet-arm 
surface of mar and stain resistant VIRCOLITE plastic. 
Handsome plywood seat. Five popular colors in baked-on 
enamel finish, 


IRCO 


# 600 


Write direct for information 

on complete line of folding chairs 
and folding tables and for quantity prices, 
or name of nearest representative. 

P.0. Box 44846, Sta. H, Los Angeles, Calif. 
WAREHOUSES IN ALL PRINCIPAL CITIES 


#145 


NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES NIEETING ? 


CALL 
manpower, inc. for: 


DEMONSTRATORS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


STENOS 


Use our employees as long as you need them at low hourly rates. 


® 
manpower, inc. 
OVER 100 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to: 
DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS 


FOR LUXURY PRODUCT a model in ex- 
hibit is an asset if she reflects dignity. 


is that some of the girls you are in 
terested in may be hired by other em 
ployers before you have a chance to 
interview them. ‘This is a chance one 
has to take. 

As opposed to these more sensible 
procedures, a good many employers 
do nothing about models until a show 
is actually being set up, and then en 
gage drifting girls who may or may 
not be qualified models, right at the 
scene. Although there may be a va 
riety of reasons why this happens, it 
is hard to think of any that are very 


goo 1. 
imitates Competitor 


For instance, a certain employe: 
may decide only at the last minute to 
engage a model because he notices that 
the XYZ Company across the way is 
using one. But perhaps the XYZ 
Company has a real and logical spot 
for a model in its presentation, where 
as this other employer has not. For 
him to include a model for the mere 
sake of adding an attention - getting 
device will, in such an instance, not 
put him on equal terms with the 
XYZ Company. It might, in fact 
make the odds even wider. 

Probably the most frequent and 
costly single mistake made is to think 
no further than of the fact that a 
model will attract attention. Atten 
tion to what? To herself? To fail 
to effectively transfer that attention 
is to practically assure that the mod 
el’s services will fail of their obje 
tive, and that her presence in the ex 
hibit will serve only to ‘‘camouflage”’ 
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Baas 


5, LET NATIONAL HELP ARRANGE 
YOUR CONVENTION TRANSPORTATION! 


Years of experience in convention planning 

is as near as your telephone. 

Whether your group is 10 or 1,000 

National’s Convention Manager can solve 

your transportation problems quickly 

assist you in arranging for cars, exciting side trips. 
National’s experience assures your convention 

of the finest transportation facilities and maximum 
attendance. And because National serves 

36 major cities plus Havana, your 

choice of convention site is truly extensive. 


Contact any National Airlines office or write or wire Convention Manager — 


National Airlines, Inc. P.O. Box NAL—Miami International Airport, Miami, Fla 


‘LY NATIONAL 


AIRLINE OF THE STARS 


ae 


*Yes, the magnificent NEW Seville (completed 
January, 1956) cost 10 million dollars to construct, 
furnish and equip... All to give your group 
unsurpassed facilities for fun, comfort and a 
successful meeting. 


OCEANFRONT at 30th STREET, 


I a 
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PLE IEE LE AO sees 


ih AE al RE ee EO ET MR, A A Be eR ‘ 


Miami Beach’s newest and most luxurious hotel offers the 


{10 MILLION DOLLAR CONVENTION PLAN 


with group meeting facilities you’ll enjoy only at the Seville 


IM THE NEARY bad EXCITING ome BEACH | 


¢ Grand Ballroom with no view-obstructing columns, 
seating 2,000 at meetings, 1,500 at banquets 

* Five other meeting rooms for groups of 50 to 500 

20,000 square feet of exhibit area 

Color circuit TV facilities 

¢ Tremendous pool and cabana play area 
for outdoor fun and meetings 

* Complete inventory of equipment 


FREE 21" TV & RADIO IN EVERY ROOM 
2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 


Robbie’ ROBINSON, Exec. V.P. & Gen’! Mor 
MILTON E. LEMBERGER, President 


For complete information 
WRITE BOB GOCKE 
Manager Convention Director 

N GOULD 
e Director of Sales 


.% 4 


the product by diverting spectator at- 
tention trom it, 

Another reason for last minute, on 
the-scene hiring is that some employ 
ers may have had models in mind, 
but are so.busy setting up the display 
that they do not get around to acting 
This is un 
fortunate, for it is certainly not a re 


intil the last moment. 


liable way to obtain satisfactory tal 
ent. Other employers may purposely 
vait till the last minute in the hope 
of driving a good “bargain” with 
ome leftover who sees herself about 
‘I here 


ire few real bargains in this world. 


to get frozen out of the show. 


\ girl who can command no more 


You, too, will be a “most 
happy fella” after complet- 
ing a successful sales meet 
ing or convention at the 


Skirvin where the friend 
ly experienced staff give 
you the utmost cooperation 
in planning and executing 
your meeting. Handsome 
surroundings and fine food 
are the highlights of the 
plus complete 
facilities, including the lux- 
urious new walnut-paneled 
room, the “Executive Suite,” 
with a 32-foot walnut table 
so perfect for Board of 
Directors’ meetings and 
comparable gatherings 


Skirvin 


Write for our detailed 
Facts File.” 


Broadway at Park Avenue ® 
Oklahoma City, Okla, @ 


CEntral 2.4411 @ 
Dan W. Jemes, President and General Manager 


than the lowest going rate can prove 
a costly extravagance in terms of 
goodwill and sales. 

This does not mean that | advocate 
hiring the highest priced model. In 
fact, she may not be the best for your 
particular purpose. For such factors 
as wide popular recognition through 
photographic advertising, or through 
having won an important beauty con- 
test, may occasionally enable a girl 
to command rates which, for trade 
show purposes, may be quite out of 
line with her actual abilities at prod 
uct promotion and on-the-spot public 
relations. On the other hand a gifted 
title-holder can be a big drawing 


CONVENTION 
PLANNER 


WHO SELECTED 
THE SKIRVIN 


FIVE HUNDRED 
BEAUTIFUL ROOMS 


COMPLETE AIR 
CONDITIONING 


CLOSED-CIRCUIT 
TELEVISION 


Teletype OC 532 


card, particularly if her presence in 
an exhibit is publicized ahead of time. 

Many employers who hire Miss 
So-and-So, the winner of some majo! 
contest, do the worst thing possible, 
which is to have her stand around in 
the exhibit, complete with ribbon and 
bathing suit, and do nothing else. 
There could hardly be a surer way 
of beguiling the visitor from noting 
any other feature of an exhibit. Here 
is expensive advertising functioning in 
reverse, and hence its unseen cost is 
enormous. 

If Miss So-and-So, in addition to 
her other charms, and the popular 
recognition she enjoys, happens also 
to possess a strong sales personality 
and a capacity to engender goodwill 

and if you have planned to use 
these other assets to advantage then 
she will be a good investment, not 
otherwise. This applies not just to 
title-holders, but to all models. ‘The 
more powerful the “magnet” you em 
ploy, the more carefully she must be 
hitched to the load, and not allowed 
to creat negative polarity towards it 
Often I see models I know, good 
models, just standing about or sitting 
in chairs. And I know that it is not 
their fault. 

‘There is enormous variation in the 


Make Your Next Convention 
or Meeting a 


TRIUMPHAL SUCCESS 


AT MATCHLESS 


LAKE PLACID 


“The Most Beautiful Place in The World” 
Where Tensions Vanish and Relaxation 


Makes for Concentration 


© Complete Modern Facilities 
Finest Hotel Accommodations and Service 


® A Wonderland of Year-Round Scenic 
Pageantry 


®@ Seasonal Sports and Spectacular Sports 


Events 


® Shops . Theatre . . . Church 
@ Easily Accessible by Air, Rail, Highway 


© Cooperation, Hospitality, Service That 
Will Bring You Back to Lake Placid Again 
and Again 
For Complete Information, write 
LAKE PLACID CONVENTION BUREAU 
OLYMPIC ARENA 
LAKE PLACID, NEW YORK 
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talent, experience, training and de 
gree of good taste of various models. 
It is surprising, therefore, that 
many employers call, or have thei: 
secretaries call, one agent after an 
other with one question only, ‘‘What 
is the price?” as though models were 
standard as tacks in a barrel. 
‘There are many factors which ente1 
into not only the basic rate, but more 
importantly, the 
model’s services. 

Models must be thought oft as an 
advertising medium. Advertising that 
fails, no matter how low its price, is 
an expense. Advertising that pays off 
is an economy. For 
does not seek the cheapest advertising 
agency, nor the cheapest media, but 


Su 


as 


true value of a 


this reason, one 


rather what will yield the greatest 
return per dollar invested. Such 
should be the line of reasoning in 


regard to models, and particularly to 
trade show models. 

A good trade model has 
many more skills than a photographic, 
fashion model. She is an 


show 


or even a 

all-around technician, with long 
preparation, experience or both. She 
will be groomed in excellent taste, 


have an adequate wardrobe, a trained, 
pleasant speaking voice, an engaging 
smile, a knack with people, an unde: 


ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 150 guests in a 
secluded club-like atmosphere only 15 
miles to Phoenix. 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su 
perb food and well-trained service. Va 
riety of meeting and conference rooms 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 


ARIZONA 


READE WHITWELL - Mgr. 
In Chicago Call: MOhaewk 4-5100 
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standing ot product promotion ol 
sales psychology, of how to cultivate 
goodwill. Such a 
Jounge about, chew gum or smoke on 
the job, look coldly at people, give 
out personal data, use the exhibit as 
a date bureau, take excessive breaks, 
or abuse other privileges. She wants 
to work, and work well; she wants 
to increase her own professional repu 
tation by approbation 
and goodwill. 

Truly fine models are 
asset to any company. 
less of size, it is dificult to imagine 
any concern whose public 


may not richly benefit from the graci 


model does not 


gaining yout 


an immense 


For, regard 


relations 


ous atmosphere of charm, dignity and 
efinement that such girls create 
Theirs is the kind of appea! that 
pleases a wider cross section of peo 
ple than any other. ‘They are the 
models most likely to impress lady 
visitors favorably, rather than to an 
tagonize them [his is an aspect o! 


great importance in shows open to the 
as well as in the 
shows where women Tactol 
Models of true protessional caliber 


general public, types 


ot are a 


should not be expected to work for 
nothing and they won't Perhaps 
their services may cost $5 to $15 a 
day more than those of the “cheapest 
model. But which one really is the 


iE nad 


* = 


splendid cure 


A 


address 
Charles L. Norvell, Director of Sales 
The Greenbrier, White Sulphur Springs 
West Virginia, or inquire of reservation 


For complete information 


offices at: New York, 17 East 45th St 
MU 2-4300; Boston: 74 Tremont St 
LA 3-4497; Chicago, 77 W. Washington 


St., RA 6-0625 
Investment Bidg 


Washington, D. € 
RE 7-2642 


WHITE SULPHUR SPRINGS - 


for sagging sales curves... 


cond tie 


features 
A special combination rate 
during 
DECEMBER, 
JANUARY, FEBRUARY 
Wintertime is an ideal time to meet at The 
Greenbrier. At this famous year-round 


resort, you will find an entire wing devoted 
to the of 

1.000 men 
through years of experience what fac ilities 


accommodation groups up to 


Designed by who know 


needed to assure the success of large 
the new West Wing 


contains the most modern equipment avai! 


are 


or small meetings 


able. In addition to meeting rooms of vari 


ous sizes, it features an auditorium with a 
42 foot stage which is equipped for ban 
the latest 


P.A. systems and projection machines, and 


quets, conferences, or exhibits 
a theatre with Cinemascope screen 


This the 


plete sports facilities, outstanding cuisine 


combined with hotel's com 


comfortable guest rooms, and courteou 


service, have made The Greenbrier Amer 
ica’s Informal Business ¢ apitol 
Combination Winter 


You'll find it interesting 


sDhUMOWM Ue 


Inquire about our 


Rate.” 


Fa 
WEST VIRGINIA 


37 


“eer vO ee rt eee 


Yours for the asking .. . this complete 

listing of available business films... for 

sales training, and other categories, too. 
COMPLETE RENTAL AND PROJECTION 
SERVICE IN 8ST. LOUIS AND 40 OTHER 
MAJOR CITIES 


SWANK’S inc. 


Ray Swank, Pres. 
621 N. SKINKER « ST. LOUIS 5, MO. 
{ PArkview 7-3630 


f 
¥ 


ae y 
4 bers Ab 
ies. 


or 
personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


hed customers. 
We build to help you «ll 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 


cheapest model? One who does the 
most productive job for you. Who 
can really afford to settle for any- 
thing less? A difference of a few 
dollars a day can reflect itself a hun- 
dred times in net results. If you are 
going to use a model at all, get an 
expert and have something valid, 
useful and productive for her to do. 

In connection with planning activi- 
ties for your models, a good method, 
wherever practicable, is to feature a 
product demonstration, or a skit built 
around a product or the company 
story. ‘These may be straight pan- 
tomime, or they be partially spoken, 
either by the performing model, an 
other model, or a company represen 
tative. Commercial narration by a 
model who is really good at it is a 
valuable sales aid. 

Audience _ participation 
are another possibility whereby inter 
est may be made simultaneously vis 
ual, auditory and manual. Any situ 
ation which will enable people to ex 
amine, handle, taste or even sniff va- 
rious products is recognized as good 
technique. Another desirable 
objective is to devise ways in which 
your company and ‘its exhibit will re 
main in the visitor’s memory for some 
time after the show. 


activities 


sales 


Griveaways, such as samples and 
novelties, are often employed to this 
end. Also, and this reaches close to 
an exhibitor may offer to 
have a model take a visitor's photo 
graph, with or without another model 
in the scene, but with company iden 
tification in the background. It may 
either be given or sent to the individ 
ual. Company identification also may 
be included in the picture mounting. 
‘There are a great many possible ac- 
tivities along this line of perpetuating 
visitor recollection. Another method 
is to acquire mailing lists through 


a person, 


such strategems as photography, ques 
tionnaires, having the models conduct 
an opinion poll, or a poll of product 
uses, or have the visitor fill out, o1 
help them fill out, chance cards for 
some giveaway. 

If a busy situation is expected, it 
is well to brief the models on definite 
lines of conversation intended to hold 
visitor interest until a company rep 
resentative can reach them. 

If a girl is found to have strong 
public appeal, it may be well to think 
of using her in shows at several dif 
ferent cities, and then to follow up 
these appearances—or even to precede 
them—with photographic advertising 
using the same girl. Value of repeti- 
tive use of a single pretty face is of- 
ten great. Because of all such possi- 


bilities, it is good policy to request 


photographic rights as part of your 
agreement with models. 

Finally, a word about interviewing 
models. Because a girl may ask a 
rate that is above minimum is no 
guarantee that she can justify it. 
There are two possible ways of mini- 
mizing any uncertainty. One is 
through the verbal assurances of an 
honorable agent of judgment and dis- 
crimination, and the other is by direct 
interview. Where interview is pos- 
sible, you will have a chance to ap- 
praise many factors that pictures can- 
not reveal. 

Interviews with models differ 
somewhat from ordinary job inter- 
views, especially with respect to the 
factor of previous experience. For 
one thing, you have no time to check 
on a long list of alleged previous em 
ployment. If the model has been 
listed with her agent long, this may 
provide means of verification. An- 
other indication as to job background 
is the model’s book, which the great 
majority of experienced models pos- 
sess. However, photographic models, 
most of whose work is done for ad- 
vertising, usually possess the largest 
and most impressive books. But even 
if a girl has actually had numerous 
jobs, this in itself does not necessarily 
mean ability. Any persistent model, 
especially if she is pretty, can land 
quite a number of jobs in a period of 
time. Real indication of professional 
merit is whether these jobs have de 
veloped into steady accounts, or are 
merely a series of one-time engage 
ments. 

In a good group of models, the 
probability is better than five to one 
that when an employer engages one 
of them he will want her again. But 
even without such job experience, the 
well coached and talented beginne: 
may often have as great a capacity to 
serve you as well as many a veteran. 

The interview itself can tell 
much about a girl, over and above 
her actual statements. Her manner, 
self-expression, readiness of reply, 
carriage, grooming, dress, all these 
tell their own story in a matter of 
seconds. 

Once you feel that you have found 


you 


the right models, it is wise to try to 
make the girls feel that they are re 
garded as more than just temporary 
help, impersonally hired for an occa 
sion. Unfortunately, many employ 
at the outset of the 
show that they convey the latter im- 


pression, even if it is not meant. Most 


ers are so busy 


models have a real capacity for en 
thusiasm and loyalty. So, make them 
feel that they are welcomed as part 
of the team, and they will be eager 
The End 


to do a good job for you. 
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Outstanding Convention Address 
in the Southwest 


HOTEL ADOLPHUS 


Summary of Convention and Meeting Facilities 
ROOM FLOOR SLATING DINING 


Grand Ballroom Lobby 1,350 1,000 8,030 
Regency Room Lobby 1,000 800 6,510 
Roof Garden 15th 500 400 3,374 
Cactus Room 2 Ist 400 200 2,640 
Danish Room 15th 200 175 1,500 
North Room 15th 100 80 900 
French Room Lobby 175 135 2,000 
Parlor A Mezzanine 150 135 1,290 
Parlor B Mezzanine 40 40 378 
Parlor C Mezzanine 50 40 627 
Parlor D Mezzanine 110 90 957 
Parlor F Mezzanine 25 20 288 
Parlor |} Mezzanine 40 25 485 
Parlor G Mezzanine 75 65 682 
Connecting 
Auto Lift: Via Ramp. Blackboards: Portable. Lecterns: Table and 


Standing types Com plete range of sound and projection equip 
ment, including public address systems 


HOTEL ADOLPHUS 


Com pletely Air Conditioned Connecting Garage for 600 Cars ° TWX DL 511 ° pone Riverside 7-6411 


Frep Brown, Director 


Georce H. Smitu 


, “PROPS UP” 
ft Railway Express 060004 


Successful Sales Meetings 


The foundations of a successful sales meeting can 
be shaky —with all the materials and props needed for 
comprehensive displays. But not with Railway Express. 
For Railway Express has had years of experience 
working closely with many companies, providing 
dependable service in delivering displays and 
materials to exhibition halls all over the country 


Railway Express Itinerary Display service can work 
out a complete schedule for point-to-point movement 
of your display by rail or air express. Railway 
Express picks up your display materials in all 
cities and principal towns... assures prompt delivery . . 
“VIP” treatment in transit. Our facilities - 

domestic and international—will save you time, 
money and headaches. So, whether your sales meeting Q pil Ww4 
is in Rome (Italy) or Rome (N. Y.),phone your nearest EXPRESS 

Railway Express Agent. He will be happy to help you. 4 OF NC* 


ee tl ~~ ° . . 
“sl a service expressly for sales meetings— 


RAILWAY EXPRESS AGENCY 
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The Coast is 
“the most” 


for Conventions 


tions and 
meeting 
3000 roorr 
the heart 
t h ings 


meeting 


plenty of 


Banquet and dining 
facil 11@5 are out 


plenty 


of er tertainment day 


standing 
b ating, five 

drive in 4 
comfort along 28 
f white sand beach, swim, sail 
bathe 


ji yht f hing, 
I8-hole g 
atety and 


60 minutes from New Orleans 
bile by bus, car or rail... air 


LONG BACH ouureoet aon 


They Think Positive Now 


Chinese gong for brainstorming session and "bitching pad” 


for gripe session cut negative comments from discussions. 


BY LOUIS H. BRENDEL 
Merchandising Director, James Thomas Chirrug Co. 


When Ward Leonard Electric Co., 
Mount Vernon, N. Y., was planning 
its 1957 sales meeting, it wanted to 
make it distinctly outstanding and 
effective. This was particularly de- 
sirable because its last meeting had 
been completely and successfully run 
by a professional management con- 
sultant brought in to do the job: 

At a conference of the firm's sales 
executives and its advertising agency, 
it was decided to try and prevent the 
major portion of the meeting time 
from being spent in listening to the 
usual salesmen’s complaints about de 
shipping information, and 
other gripes that tend to smother the 
average sales meeting. To help ac- 


liv eT ies, 


complish this, a special period was set 
aside near the end of the two-day 
meeting expressly for all complaints. 
And for the remainder of the two- 
day session, the theme was to be “‘posi- 
tive thinking.” It was agreed that no 
negative thinking or negative com- 
ments would be permitted except dur- 
ing the “griping period.” 

In keeping with this, an hour was 
scheduled right after a brief introduc- 
tion to conduct a brainstorming ses 
sion. It was felt that this would ac- 
complish three things. First, it would 
tend to wake-up and warm-up the 
men (9:15 am of a Monday morning 
sales meeting can be slightly less than 
scintillating). Second, it would ex 
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Sheraton’s 


Gul Mangan 


knows conventions from 


both sides of the desk 


AS SHERATON’S NATIONAL CONVENTION MANAGER, 


HE IS WORKING FOR YOU WHEN YOU HOLD 
YOUR CONVENTIONS AT SHERATON HOTELS. 


To many of you, Paul Mangan needs no introduction. President of the New York Chapter). He's a former mem- 


He's been in the convention business for 25 years. Paul 
has had a hand in more conventions than anyone could 
possibly count, and as the National Convention Manager 
for Sheraton Hotels in the U. S. A. and Canada — he's 
working for you now. 

Paul represents the kind of shirt-sleeves experience 
Sheraton brings to your convention problems. He was 


ber of A.S.A.E. He was the General Chairman of the 
Hotel Sales Management Association's 1955 convention. 
In the course of a career like that you're bound to know 
a lot about conventions. 

The Sheraton organization is filled with people of 
Paul Mangan's calibre, You can count on them to find 


the best ways to stage your particular meeting. 


convention manager for the National Association of And by now it should go without saying that you can al- 
Electrical Distributors. He's a past International Director 


of the Hotel Greeters of America (served three terms as 


ways count on Sheraton to come up with the facilities and 


services that spell CONVENTION SUCCESS in capital letters. 
Si 


“ y SHERATON te prauesinanein KOTELS 


= Executive and Sales Offices 470 Atlantic Ave., Boston 10, Ma 
i National Convention Office Sheraton-Park Hotel, Washington, D.C 


SHERATON HOTELS COAST TO COAST IN THE U.S.A. AND IN CANADA 


PITTSBURGH ALBANY MIDWESTERN DIV. OMAHA FRENCH LICK, ind 
ee Seee Sheraton-Ten Eyck CHICAGO Sheraton-Fontenelle Frencn Lick-Sheraton 
formerly Wm. Penn) LOUISVILLE 

; : ROCHESTER Sheraton- Blackstone RAPID CITY, S. D 


Sheraton Seelbach 
ly Sheraton Hotel Sheraton Hotel The Watterson Sheraton Johnson 
DETROIT 


DALLAS 
pS ene nag trary Sheraton Cadillac Sheraton Hotel 
Sheraton Hotel Opens 1959 
PROVIDENCE SInOEAT? 
SYRACUSE en-Sneen 


AKRON 
Sheraton- Biltmore Sheraton Hotel 
SPRINGFIELD, Mass. Sheraton-Syracuse inn ST. LOUIS 
Sheraton DeWitt Motel Sheraton Jefferson 


EASTERN DIV. 
NEW YORK 

Park Sheraton 
Sheraton-Astor 
Sheraton-McAlpin 
Sher aton-Russell 
BOSTON 
Sheraton -Plaza 


WASHINGTON 
Sheraton-Cariton 
Sheraton-Park 


CEDAR RAPIDS, lowa CANADIAN DIV. 
Sheraton Montrose MONTREAL 


Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont 
Sheraton. Brock 


HAMILTON, Ont 
Royal Connaught 


PACIFIC DIV 

SAN FRANCISCO 
Sheraton Palace 
LOS ANGELES 
Sheraton- Town House 


PASADENA 
Huntington Sheraton 


SIOUX CITY, lowa 
Sheraton Martin 
Sheraton. Warrior 


SIOUX FALLS, 8. D 
Sheraton Carpenter 
Sheraton -Cataract 


BUFFALO 
Sheraton Hotel 


INDIANAPOLIS 
Sheraton- Kimball Sheraton-Lincoin 
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pose tiese district managers for the the advertising agency account man 
first time to the fun and benefits of conducted the brainstorming session, 
brainstorming. And third, it would Bill Schofield, assistant sales manager, 
tend to establish quickly the anti socked the gong each time a negative 
negative attitude which was to be the criticism was made, 
motif of the entire meeting. At the end of this session, each 
and every man was invited to jump 
up and wham the gong “at any time 
that any one made a negative state 
’ Fortunately, the meeting was 
In place of the small hand bell that held in a Connecticut seacoast inn 
regularly used to warn the brain that had not yet opened for the season 
storming participants against negative to the public for the reverberations 
riticism, a huge 24-inch gong with a of each bong of the gong surely could 
baseball-bat-size striker was rented have been heard in Formosa. (The 
from a theatrical supply house. While men seemed to get a fiendish gratifi 


Rent Gong 


ment.’ 


ONE OF A SERIES: 


LESTER MARTIN 


Lester Martin is recognized as a major force in the President 


Textile Industry, commanding the admiration of col BATES MANUFACTURING co. 


leagues and competitors alike. His rise to eminence MOUJUD CO. INC. 
exemplifies the Horatio Alger tradition at its best. He 
now actively heads eleven companies and is a guiding 
influence in three others. He also contributes to the 
growth and esteem of the Textile Industry by his 
unceasing association activity, and he devotes his 
leisure time to his outstanding art collection which has 
brought him additional renown 
In 1956 Mojud Company, Inc., held their annual 
company sales meeting at the HBH 


New York Office: MU 8-666; 
Chicago Office: SU 7-1563 HOTEL/GOLF CLUB @ HOLLYWOOD/FLORIDA 


BEN TOBIN, Pres, e JOHN TYLER, Gen'l Mgr, e JOHN MONAHAN, Gen'l Sales Mgr. 


cation from socking that bronze 
disk. ) 

It didn’t take long to tie up the 
“positive thinking” idea with Doctor 
Norman Vincent Peale, and his best 
seller, “The Power of Positive Think- 
ing.’ And the good doctor kindly 
granted permission to use his name on 
a teaser telegram which was sent four 
days before the meeting to each mari 
who was to attend. The wire read: 


“Don't bother to haul your ‘no mechanism’ 
to Connecticut on June second. Pack in 
“The Power of Positive Thinking” in- 
stead, it's smaller, lighter, far more po- 
tent. 

Norman Vincent Peale” 


Accumulate Complaints 


During his welcome to the district 
managers at the start of the meeting, 
General Sales Manager Frank E. 
Beede explained that the entire two- 
day meeting was to be conducted on 
a “positive thinking’ basis. He re- 
quested that the men accumulate their 
complaints so that they might all be 
presented and handled during the pe- 
riod set aside for it at the close of the 
second day. This “gripe session’’ ap- 
peared on the program as “Choir 
Practice” to be conducted by “F. E. 
Beede, choirmaster.”’ So that the men 
did not forget their complaints, he 
handed each one a memo pad bearing 
this heading printed in blue ink: 


WARD LEONARD 
DISTRICT MANAGERS SALES MEETING 
June 2-4, 1957 


My Personal Bitching Pad 


Write major complaints in box below: 


ry 
Signed 


District Office 


React to Influence 


By the end of the brainstorming 
session, everyone was beginning to 
react to the “positivizing” influence 
of the gong in his thinking. And by 
lunch time, they were almost entirely 
housebroken against negative think- 
ing by the very presence of the gong. 
It was heard less and less frequently. 
Men, about to blurt out a squawk 
about something hesitated at the 
thought of the gong and either held 
their tongues or presented the subject 
from a positive viewpoint. 

On the second day, the gong en- 
forced positive thinking just by a 
sort of “fleet-in-being” effect. One 
manager compared it to elephants, 
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who after being chained to a stake 
for a long time, didn’t go away even 
after the chain is removed. 

One divisional sales manager used 
a bit of reverse English in his presen- 
tation by preparing a long list of com- 
plaints or objections to his products 
and after mentioning each one, pro- 
ceeded to provide the corresponding 
“positive” answer. 


"Senate Investigation’ 


Another interesting innovation was 
a group of four district managers who 
impersonated senators and conducted 
part of the program like a senatorial 
investigation. Most everyone present 
was compelled to testify on how to 
best launch and sell the new products 
that had been introduced by the pre 
ceding speaker. Design engineers were 
obliged to translate every product 
feature into a user benefit before it 
was acceptable. 

Subjects that were brainstormed 
included the following: 

“What I’d do if I owned Ward 
Leonard” 

“How Can We Improve Commu- 
nications Between the Home Office 
and Field Salesmen” 

“How to Introduce and Publicize 
an Imaginary New Wonder Product” 

“What Subjects Would You Sug 
gest for Us to Brainstorm?” 

Inasmuch as no one other than the 
one who conducted the brainstorming 
had ever participated in this exercise 
before, the total of 156 ideas was con 
sidered excellent. 


Crying Towel 


At the close of the meetings, the 
man who had turned in the most com 
plaint slips from his special bitching 
pad was awarded a monster over 
sized “crying towel.’’ While the in 
dividual who had signed the most 
chits for extras (such as drinks, ciga 
rettes, etc., for which the company 
had announced it would pay) re 
ceived a bottle of smelling salts. Ap- 
propriately enough, the winner of 
this award was Jim Reagan, adver- 
tising manager, whose name seemed 
to have been favored by chit-signers 
reluctant to use their own names. 

Although some of the devices used 
to add interest and character to this 
meeting were felt to be a trifle 
“corny,” the salesmen unanimously 
voted this meeting better than the 
previous one and requested that a 
similar one for the entire sales force 


be scheduled. 
The End 
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A 


what's 
new in 


exhibits ? 


a 
EK XPOSITIONS AND TRADE Shows in Europe are attract 
ing more American exhibits than ever before, with U. S. firms 
becoming more knowledgeable as to how to go about it, and with 
more facilities being made available for doing the work. The 
biggest current effort is, of course, the Brussels World’s Fair, 
under the direction of U. S. Commissioner Howard Cullman and 
his highly professional staff. This will be mainly a cultural 
manifestation, with few exhibits of a strictly commercial nature 


Mone COMMERCIAL IS the Second International Confer 
ence on the Peaceful Uses of Atomic Energy, with a big indus 
trial atomics exposition in Geneva, Switzerland. Scheduled for 
September of next year, IVEL has again contracted to stage 
the American participation, which will be viewed by scientists, 
engineers and industrialists from the four corners of the world 


Ax EVEN MORE spectacular project now in preparation is 
a strictly American industrial show on a grand scale in Moscow, 
U.S.S.R. The Russian government has signed a contract with 
a group of New York sponsors for the use of their Fair buildings 
in Gorki Park to show products of U. 8S. private enterprise. There 
is some taik of Washington participation. 


T 

O BETTER SERVE American exhibitors abroad, IVEL is 
accepting contracts for building displays in Europe at one-third 
to one-half stateside costs. An additional advantage to some 
exhibitors is that this provides an extra use for blocked cur 
rencies. All designs will be made here and full responsibility 
assumed by our New York office 


| NTERESTING USE OF display technique by the country’s 
largest commercial bank can be seen at the Rockefeller Center 
office of Chase Manhattan. Called the “Chase Manhattan Infor 
mation Center,” it employs the automatic playback method to 
deliver a recorded response to seekers of information about vari 
ous banking services. 


| RS: ADDITION TO the growing roster of com 
pany museums has recently been opened by the Cunard Line at 
their New York headquarters building in the financial district 
Among many fascinating exhibits are enough models of the 
ocean queens of yesteryear to quicken the pulse of all who are 
“ancient mariners” at heart. 


In the exhibit field there’s always something new and interesting 
going on—and usually IVEL will be found in the middle of it. 
You, too, can use our ideas and our skills, 


IVEL CONSTRUCTION CORP. 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


= 


PHONOGRAPH DISTRIBUTORS were so anxious to examine TOP-NOTCH roster of Columbia stars was gathered for last 
Columbia's new line that they lingered at displays until 2 AM night's entertainment by Single Records SM Dick Linke 


Columbia Records Gets 


Biggest meeting ever for Columbia marked 
by almost fanatical checking of all details 


to insure success. It proved worth while. 


BY HAL B. COOK 


Vice-President in Charge of Sales 
Columbia Records 


COLUMBIA SOUND engineer Lowell Frank tests tape equipment 


again to “provide best aural showcase" for company's products } 


A national sales convention can be just another oversize 
meeting—or it can be a tremendous success, an unparalleled 
stimulant to sales and salesmen. Its success is not a matter 
of luck but of planning 

We arrived at our convention goals by firm adherence 
to plans made long in advance of “C-Day,” with firm dele 
vation ot responsibilities, repeated review oft step-by step 
preparations, finally leading with our particular strength 
spectacular product. Without this precision planning and 
virtual drilling, our meeting would never have won the 
participants’ unanimous tribute. ‘They called it ‘the pertect 
convention.” In fact, we believe that the best way to 
achieve an easy atmosphere of relaxation and fun—as well 
as good business—at large sales meetings is to maintain a 
sure, controlling, practiced hand on all details, from lites 
ally soup to sales charts. 

We began to plan the 1957 sales convention immediately 
following our 1956 meeting in Estes Park, Colorado. Re 
calling enthusiastic comments which also lamented the 
absence of wives during a meeting in Miami Beach two 
years earlier, we were led to two explorations : first, for 
an appropriate location, already established as synonymous 
with elegance and luxury ; second, the feasibility of the 
device—by no means novel in general convention practice 
BIRDS-EYE VIEW of Americana Hotel shows Columbia salesmen but certainly new in our industry—of inviting salesmens’ 


and wives soaking up Florida sunshine between business sessions (continued on page 46) 
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President Lieberson and singer Frankie Laine call the stars FIELD SALES MANAGER Bill Gallagher (buried from sight) had 


back onstage for the grand finale of Columbia's “big show.” the sole authority to handle all room and registration problems 


Into the Big Leagues 


First time phonograph distributors met 
with record distributors. Combined con- 


vention sparked added enthusiasm for all. 


BY JAMES E. SPARLING 


General Manager, Columbia Records 
Phonograph Division 
' 


NATIVE LUAU, with exotic food and drinks, plus background of 


y ’ oce fl g torches, provided a ple 
Columbia Records’ Phonograph Division is just five ocean and Heming tor =e rn 


years old. For most of its brief life, the division has held 
its own sales conventions, which were actually regional 
sales meetings. But as we began to make plans for oul 
1958 line, we realized big changes were in sight for us 

The high fidelity era had come of age. The package 
set business, which we had pioneered, was mushrooming 
and interest in higher-priced product particularly was boom 
ing. So we planned to introduce the industry's biggest line 
this year, and we knew we needed a big send-off. A na 
tional sales convention—the right kind of convention 
could tell the story for us. 

We began to lay the groundwork for our projected po 
tential ‘business by expanding our distribution system, to 
give added penetration and coverage in various new mai 
kets and outlets. Nearly all Columbia Records distributors 
were already carrying phonographs. In January we began 
to add non-record-carrying distributors, 25 of them, with 
access to such outlets as furniture houses, gift shops, appli 
ance stores. In February we began a training program 
that doubled our field sales force to provide bette: coverage 
of this enlarged distribution network. 

During this same two-month period we discussed con- 
vention possibilities. Should we follow our previous pat 
tern and go it alone or should we hold a joint convention MITCH MILLER congratulated door prize winners at special 


(continued on page 52) luncheon fashion show for the ladies. Each won an evening gown 
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LIEBERSON 


Columbia Kecords is a show business 

and a big business. Our product en- 
compasses every type of recorded enter- 
tainment, from symphenies to Broadway 
shows, jazz to popular song hits, as well 
as the instruments on which to play them 
We are not a record company that also 
happens to make phonographs, nor are 
we a phonograph manufacturer that also 
happens to make records. We produce 
both products because we consider each 
one necessary to the sale of the other 

Our company is thus in the complete 
entertainment cycle—records, sterophonic 
tapes, phonographs, tape recorders, with 
prices ranging from $1.98 to $1,995. This 
enormous span of product requires crea- 
tive ideas in planning and equally crea- 
tive ideas in selling. 

We present our new creations at our 
national convention. There we also make 
our first, perhaps our most important 
sales—-the sale, so to speak, of our com- 
pany and our approach to our own dis- 
tributor organization 


This year we held our meeting in the 


Columbia's Most Important Sale 
—At Its National Convention 


BY GODDARD LIEBERSON « President, Columbia Records 


midst of the greatest boom period our 
industry has ever known, on the thres- 
hold of a billion-dollar market: records 
will account for an estimated $420 mil- 
lion; package (fully-assembled) phono 
graphs for $515 million and components 
for $170 million. We have millions of 
potential customers in the vast new 
leisure market developing in this coun- 
try. Our convention had to point the way 
to these new customers with new product 
and new sales tools. 

Every manufacturer parades his prod- 
uct at a convention, but we believe we 
offered even more—that most solid foun- 
dation for a salesman’s enthusiasm, the 
conviction that he knows his own im- 
portance in the Columbia organization as 
well as he knows his product. We ex- 
pended considerable convention time 
and money—to strengthen this conviction. 

Columbia Records decided to enter the 
phonograph field shortly after its intro- 
duction of the long-playing record, a prod- 
uct which has revolutionized the industry. 
We knew that a high-fidelity record was 
not complete without a high-fidelity phon- 
ograph; that a record manufacturer could 
only broaden his sales base by marketing 
In 1953 


we introduced what we regarded as the 


a quality low-cost phonograph 


ideal companion piece to the long-playing 
record, the “360" table model high-fidelity 
phonograph, the pioneer low-cost instru- 
ment in the package field. 


Just as “Lp” has borne out our faith 


in its ability to enlarge the record market, 
the “360” and its successors have created 
a vast new market for package sets. The 
tremendous growth of this market, par- 
ticularly in the past year, demonstrates 
that the phonograph is now accepted as @ 
necessary home furnishing, as common a 
sight in the American living room as the 
sofa. 

To meet this expanding market, we 
have grown, in five short years, from a 
one-model phonograph company to one 
with the industry's largest and most com- 
prehensively priced line of 38 models. 

During this same period, we have con- 
tinued the development and improvement 
of our recorded product with new ideas 
in repertoire, packaging and merchandis- 
ing. Along with records and phonographs, 
we now market an array of related acces- 
sories: needles, jackets, anti-statics 

Our objective is integrated diversifica- 
tion, with product in every variable price 
range and for every segment of the mar- 
ket. Our 1957 sales convention, we felt, 
should reflect this integrated approach 

This year's convention represented an 
important milestone in our achievement 
of this goal. Working together, Hal B 
Cook, vice-president in charge of sales 
for Columbia Records, and James EF. 
Sparling, general manager of our Phono- 
graph Division, produced the biggest and 
most successful convention in our com- 


pany’s history. 


BIGGEST MEETING 
FOR COLUMBIA 


(continued from page 44) 


wives to attend as company guests 
In connection with proper selection 
of the site, it may be noted that there 
i great deal to be said for New 
York City. 


excitement and glamour fo many peo 


Not only does it signify 


ple, it has unique geographical and 
How 
ever, Miami Beach, more than any 


transportation conveniences. 


cosmopolitan city, accents its grand 
hotels. 
tives now speak customarily of “this 


Habitual vacationers and na 
year's hotel.” In such an atmosphere 
of abundance, choice is difficult, but 
we knew wanted. We 
needed a hotel of the right size, and 


what we 


46 


right “personality.”’ Right size meant 
not too big or too small. 

We selected the Americana. A 
smaller hotel could have accommo 
date out guests, but would have 
lacked the variety ot possible meeting 
rooms, as well as the staff and facili 
ties to provide the service we desired. 
\ bigger hotel would have engulfed 
our convention large though it was 

and diminished the unity of pur 
pose and pleasure that a convention 
should 
capacity 
by some 70 rooms and it seems to 


Americana’s 
requirements 


generate. The 
exceeded our 


have been the perfect size. 

Next, we sought the most efficient 
means of introducing our new fea 
ture—inviting the wives. We wanted 
to build a crescendo of eagerness and 


We also 


anticipation in our people. 


wanted to recognize the desire of 
every good salesman to earn his spe 
cial rewards. A contest, we decided 
would serve both ends admirably 
For a company that had sold a mil 
lion record albums of “My Fai: 
Lady” in a year, a contest titled 
“Your Fair Lady,” was both appro 
priate and success-inspiring from the 
Start. 

Just before the beginning of 1957 
our sales team hit the road with an 
nouncements of the contest for Co 


their 


lumbiai’s 37 distributors and 
Contest was to run from 
January through June. Each dis 
tributor was assigned a quota and he 
portions of that 
quota to his salesmen. Qualifying 
distributors and salesmen could bring 


their wives to the convention at Co 


personnel, 


in turn, assigned 


SM/SEPTEMBER 6, 1957 


Get more done, have more fun at 
CANADIAN PACIFIC HOTELS 


conveniently located from coast to coast! 


THE ROYAL YORK, Toronto. The largest hotel in the 
Commonwealth, when completed in December, 


1958, will have a new 17 story air-conditioned 
addition giving the Royal York 1600 rooms and 
extensive convention facilities with a seating 
capacity of 15,000. Open all year. 


BANFF SPRINGS, Banff, Alberta. Playtime show 
place of the Canadian Rockies. 4,500 feet up 
in the clouds, surrounded by 1000 miles of 
scenic trails, 600 rooms, views of snow-crowned 
peaks. Every convention facility. Warm-water 
swimming pool, shuffleboard, riding, golf, dane 

ing. Season: June to September. 


DIGBY PINES, Digby, Novo Scotia. In a land of salt 
and sunshine, where you see the picturesque 
scallop fleet returning home in the evening. 
Near the U. S., yet remote and tranquil in 
spirit. Golf, fresh-water and deep-sea fishing, 
tennis, shuffleboard, 
course. Famous seafood menus. 


swimming, 


golf 


Facilities for 
June to Septe mber. 


sporty 


300 persons, Season 
For complete details of these fine convent 
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On sites, ce 


CHATEAU FRONTENAC, Quebec. In the towering old 
French fortress city above the St. Lawrence: 
660 rooms, meeting and exhibition rooms, ball- 
room, private dining rooms, sound projectors 
For fun: snow sports, golf, sight-seeing, shop 
ping on tiny French streets, Open all year. 


CHATEAU LAKE LOUISE, Lake Lovise, Alberta. On the 
edge of a crystal-clear lake that mirrors mas 
sive Victoria Glacier. Easy 


Railway 


to reach via 


Canadian Pacific 100 rooms, excel 


lent facilities and service for any size conven 


tion. For fun: boating, riding, swimming and 


dancing. Season: June to September 


LAKESIDE INN, Yarmouth, Nova ‘Scotia. 
home port of once majestic sailing ships that 
spread the fame of Yarmouth to 
of the world. Inn accommodates 


tomantic 
every part 
120 persons 
shuffleboard 
New 


from Bar 


For fun: swimming, golf. tennis 
to Yarmoutl 
York and Boston, daily ferry 


Harbor, Maine. 


Daily plane service from 
service 


Season: June September 
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lumbiai ‘T his 

was a rousingly complete 
Before the deadline of June 30, all 
our distributors had met their con 


expense. strategem 


SsuCCESS. 


siderable quotas 
March 8 to 14, 1957, we 
held an intensive sales planning meet 
7 took us 
ase Of our preparations: delegation 
Responsibility for 
conduct of the contest was assigned 
field sales manager, Bill Gal 
who set a schedule for regula 
letters and 


| rom 


y which into the second 


! 
the 


ill 
pl 
o1 responsibilities. 
to oul 
lagher 
hypo wires to retresh 
enthusiasm in the field. It was then 
logical for Bill to take charge of all 


the complicated transportation and 


room arrangements, He was the only 
man empowered to settle any problem 
in this area, 

Milt Selkowitz, our sales manager, 
Special Markets, was named chair- 
man of the convention, with full re- 
sponsibility for coordinating activities 
Milt's first step 
was to set up alternates for each re 


of all supervisors. 


sponsibility in case of emergency. 
Each alternate was to keep posted 
on progress of preparations for his 
possible last-minute assignment. 

Next project, important to anyone 
planning a large sales meeting, was 
absolutely critical for Columbia Ree- 
ords. A microphone failure during 


Why Florida Conventions 
play to fuller houses 


Ideal climate, unsurpassed sports 
facilities, variety of fun always lure 
more people to Florida conventions! 

Meetings run more smoothly, 
more successfully here, too, Nearby 
recreation areas ease time and trans- 
portation problems. What's more, 
many Florida cities and their associa- 
tions are convention specialists, offer- 
ing free expert advice on successful 
integration of business and pleasure. 


Free Color-Movie Aids 
To help you promote your Florida 
convention, we'll provide free color 
movies telling the Florida story. 
Write for list and film descriptions 


and we'll include check-list of con- 


vention sites plus helpful conven- 
tion-planning information. 
Just write (on business letterhead, please) 


State of Florida, Room 1707-A 
Commission Bldg., Tallahassee, Fla. 


Riliorida 


YEAR 'ROUND LAND OF GOOD LIVING 


EXECUTIVES: For full story on Florida industrial advantages, write: Development Commission, Dept. 1, on business letterhead 
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an important speech at any conven 
tion, is embarrassing ; tor specialists 
in sound it would have been mortify 
ing. Furthermore, our product is 
demonstrated at a convention, so we 
needed the best possible aural show 
Ken Glancy, Columbia’s sales 
manager, Special Products, was given 
but one concern—to provide alter 
nate electrical systems for every occa 
tion. Ken’s first step was to.contact 
our Engineering Department and 
check over each potential trouble spot 
thoroughly. Some $5,000 was spent 
for new portable equipment, and 
throughout the convention two Co- 
lumbia audio engineers were on duty 
to guarantee readiness in this im 
portant regard. 


case. 


Stan Kavan, Packaged Products 
sales manager, assumed direction of 
the dealer presentation, the prepared 
message which our attending distribu- 
tors would transmit throughout their 
territory in a series of dealer meet- 
ings. A dramatic, sound slide film 
was prepared to bring our product 
to the “ 
system. 


grass roots” of our distributor 


The big “show,” normally the high 
point of any convention, had to be 
spectacular. We were playing to a 
particularly show-business-wise audi 
both husbands and wives. Dick 
Linke, our Single Records sales man- 
ager,, was delegated to assemble a 
glittering array of stars from among 
No small task, when 
you consider that most: top entertain 
ers are booked all over the world as 
much as a year in advance. For 
months Dick consulted booking of 
fices and personal managers to gua 
antee availability of the artists (some 
even arranged itineraries to be work 
ing in the Miami area). Les Elgart’s 
band came from ‘Tampa, 
Johnny Mathis was appearing in 
Havana. With luck—and a $200, 
000 budget, anybody could book the 
same show! Working with Gallagher 
and Selkowitz, Linke planned seating 
at various allow each 
table close contact with at least one 
of the celebrated artists. 


ence 


our own roster. 


singer! 


functions to 


Assisting in many elements, but 
primarily responsible for expenditures 
analysis and control, Jack Loetz, Na- 
tional Distributor service manager, 
was aptly suited for this important 
job because of his skill and experience. 

Last but far from least, the “fair 
ladies” should be entertained. To 
this end, we hit upon a special lunch- 
eon and fashion show, “Fashions in 
Hi Fi,” based on our convention sales 
theme, “Hi Fi For Fun.” Miss 
Lynne Phillips of Martha’s Dress 
Shops in the Americana Hotel was 
approached for cooperation. Work- 
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Here’s why more convention-goers are 
GOING EASTERN! 


@ Eastern offers complete convention travel services — group plan- 
ning, promotion and follow-through. All details will be taken 
care of for you. Convention experts available in 120 cities on the 
Eastern system 
Let us plan a post convention (rip for your group America’s most 
popular vacation areas are only hours away when you fly Eastern! 
Leaders of groups of fifteen or more are our guests. 


For full details: write or call Convention Manager, 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, N.Y. or your local 


. 
Only Eastern 
serves all these 
convention sites: 
Miami-Miami Beach * Tampa-St. Petersburg 
Jacksonville * Orlando * Daytona Beach 
West Palm Beach * San Juan, Puerto Rico 
Bermuda * Washington, D.C. * New Orleans 


New York * Atlanta * Atlantic City * Houston 
San Antonio * Boston * Chicago * St. Louis 


Eastern Air Lines Office. 


Louisville * Mexico City * Montreal + Ottawa 


Fly EASTERN Rir Lines ON 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


All functions “mesh” with ease 
when your meeting convenes at 
an Afhliated National Hotel 
Convention-engineered facilities 
permit maximum performance for 
your sessions and well-trained con 
vention staffs antic ipate your needs 
for smooth operation Complete 
air conditioning, television, 

radios, central locations and 
comfortable guest accommodations 
are standard features with the 


Affiliated National Hotels, 


New Orieans--DeSete Hotel 
Clovis, N. M.—Clovis Hotel 
OTHER | Dalias, Tex.—Travis Hotel 
AFFILIATED Marlin, Tex.—Falls Hotel 
MATIONA Galveston, Tex —Jean Lafitte Hotel, 
_ . Coronado Court Hotel, the Seahorse 
Ls San Antonio, Tex.—-Angetes Courts 
Mountain Lake, Va ountain Lake Hote! 


Sales Offices: New York—Circie 76940 Washington—ExXecutive 348) 
x Chicago—MOhawk 45100 Cleveland—PRospect 1782 


P. O. Box 59, Galveston, Texas 
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STAFFED BY EXPERTS 


| THE COMPLETE 
SALES MEETING SERVICE 


Planning a sales meeting? Plan on Cellomatic 
. the one Meeting Service that offers you 
every form of visual presentation! 


Script © Direction © Production ® Staging © Slides ¢ Carbon 
Arc Projection ® Strip Film ® Motion Pictures . . . and that big 
plus — CELLOMATIC PROJECTION! The only animated slide 
projector available. Imagine the animation of motion pictures on 
a slide budget. You must see it to believe it! 


You are cordially invited to visit any of our 
three offices for a personal demonstration. 


Literature on request 


CELLOMATIC CORPORATION 


NEW YORK CHICAGO 
756 SEVENTH AVE. 556 W. MONROE ST 


HOLLYWOOD 
7313 SANTA MONICA BLVD 


CONVENTION MANAGERS! YOU'LL! 


AT THE 
INCOMPARABLE 


BRETTON Woonds SITE OF THE WORLD 

4 FAMED INTERNA. 

TIONAL MONETARY 
CONFERENCE 


NEW HAMPSHIRE 


Welcome to a world where every 


service you can possibly foresee has MORE COOPERATION 


been anticipated and prepared for 
you in advance. We pride ourselves MORE FUNCTION ROOMS 
in offering you the most attentive 


convention staff in the business... MORE FACILITIES 
and such facilities as: GOLF ¢ RIDING « TENNIS 


@ 1000 capacity Grand Ballroom SWIMMING * HIKING © FISHING 

® Dining accommodations for 800 

e 10 large size meeting rooms 

e Internationally 
famous cuisine 


WRITE . . including dancing 
TODAY! to 2 orchestras in our new 
COLONEL RICHARD B 


FREDEY cocktail lounges | 


MOUNT WASHINGTON HOTEL, BRETTON WOODS, NH 


CONVENTION SEASON: MAY to OCTOBER 
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ing with Alice Davidson, of our Ad- 
vertising and Sales Promotion De 
partment, she produced a smart show, 
with glamour -on- glamour, dresses 
modeled against album-cover back- 
drops. In addition, we presented 
three striking dresses to three lucky 
door-prize winners. 

Only “outside” delegation of re 
sponsibility went to Bob Gardiner of 
Holley Associates, with whom we 
have an exclusive arrangement for 
the development of “in-store” fix 
tures. Bob went over plans of the 
hotel with us and created an actual 
record store on the mezzanine of the 
hotel, complete with every up-to-date 
self-service fixture. 

Review of planning should take 
place in all conventions. We checked 
everything twice and then again 
Several days in advance of our meet 
ing, we had a five-hour conference 
with the hotel staff to finalize policy 
on tipping, menus and service. Most 
hotels of the luxury class offer a spe 
cialty; the Atmericana’s is a Luau, a 
Hawaiian nighttime feast with sump 
tuous food and exotic drinks, against 
a backdrop of the ocean, illuminated 
by flaming torches. It was a high 
spot and a marvelous change of pace 
after two meeting days. In_ these 
same pre-convention days, we were 
able to arrange limousine service to 
handle almost simultaneous arrivals 
of 700 people at different airports, 
providing VIP treatment for each 
couple. 

Our meeting schedule, which pro 
vided for no session longer than two 
hours, eight in all, was scanned for 
timing. We made sure that ample 
time was allowed during each for 
plav and relaxation. 

On the fifth and last day we pre 
sented our slide filmstrip, which re 
sold all the merchandising theories 
and concepts threaded throughout our 
sessions. It brought the meeting to 
a close on a real sound of triumph—a 
standing cheering ovation. 

When the last guest checks out of 
the hotel, enthusiastic, informed and 
able to sell our new product, the real 
work of the convention begins. Our 
distributors fan out around the coun 
try for dealer meetings, in which 
12,000 retailers will hear our mes 
sage. And just as important for com 
pany morale, at each of the Columbia 
factories in Terre Haute, Ind 
Bridgeport, Conn., and Hollywood, 
Cal., the presentation will be re 
peated for the people who actually 
manufacture our products. In this 
way the convention is brought home 
to everyone associated with Columbia 
Records. 

In a few weeks, we begin making 
plans for ‘Convention ’58,.”" The End 
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Columbia's Hints for 


Sales Convention Publicity 
BY DEBORAH ISHLON 


Director of Public Relations, Columbia Records 


A national sales convention is an ideal occasion or “peg” for telling the story 
of a company. Good on-the-spot coverage, in addition to advance publicity, 
enhances the significance of a company meeting in the trade and public mind, 
gives attending salesmen an added sense of prestige. 

DO consult with top convention planning group as early as possible to formu- 
late plans for press coverage. Consider possibilities for local coverage, i.e., in 
convention city and in home towns of attending salesmen. (We sent advance 
notices.) 

DO consider the possibility of inviting members of trade or business press 
to attend convention as your guests. Company policy will dictate what meetings 
are “closed”, if any. Company officials should be prepared to spend time on 
interviews with attending members of the press. (Columbia invited representa- 
tives from leading trade journals Billboard, Home Furnishings Daily and Cash- 
box to fly down from New York City to cover its convention; local representa- 
tives of Wall Street Journal and Variety were apprised of convention activities 


DO canvass the hotel city press thoroughly and well in advance of conven- 
tion. Local media are frequently ignored in the quest for national coverage; 
no efforts are made to facilitate their coverage leading to resentment of the 
company involved, Local business, entertainment and possibly women’s depart- 
ments of newspapers should receive advance information and photographs. 
Arrange as much specific coverage such as interviews by telephone before 
arrival in city. Also canvass local television stations for possible filmed cover- 
age of convention delegates or guest, if newsworthy. Airlines’ press representa- 
tives can also be helpful in producing added local coverage and photographic 
facilities. 

(Business sections of both Miami papers carried stories prior to or concurrent 
with convention; Miami Herald's Women's Section devoted front page spread 
to interviews with artists Leonard Bernstein and the Hi Lo’s, all interviewed, 
photographed and in the papers on sale in the hotel drugstore within eight 
hours. Miami News columnist covered the show, reviewed it at length several 
days later 
graphed them at airport for news shows. Two full banquet tables were reserved 


Local TV stations alerted to arrivals of recording stars, photo- 
for local and national press in attendance.) 


DO contact the publicity director of the hotel as soon as it is selected. 
Edward Eicher of the Americana was invaluable in suggesting sources of local 
coverage, assessing personnel and materials necessary for coverage and assisting 
in banquet night seating. Hotel should provide easily-accessible room for press 
headquarters, with typewriter and telephone facilities both for company publicity 
staff and working press use. 


DO bring adequate staff to handle press coverage, allow sufficient time for 
completing arrangements initiated by mail, and for unforeseen problems of 
secretarial work, messenger-service, etc. (On hand to handle press with me 
was Walter Robinson, manager, popular records publicity in my department; 
also the department's staff photographer Don Hunstein. In addition, we arranged 
for special banquet coverage by concession photographer in the hotel to give 
Columbia complete file of banquet table groups. Note: Be sure to clarify in 
advance exactly what events concession photographers may cover for their 
own sale purposes.) 


DO plan completest possible photo coverage of the convention. Pictutes of 
meetings, casual lobby encounters, informal poolside groups, rehearsals, etc., 
will be useful for file and rich source of picture story material in press. 
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Are your conventions 
"at home” leaving 
your sales force cold? 


It takes no more time 
or money to have an 
overseas convention 


by air. __ ————— 


for full information write 
Henry W. Beardsley 
Pan American, P.O. Box 1790 


New York 17, N.Y 


PAN AME RCICAN 


World's Most 
Experienced Airline 


Ce Ne 


Take 
Your Pick of the © 
BIG 5 HOTELS | 


BERMUDA * NASSAU x 
K POCONOS * CANADA = @ 


ee ’ 


Wherever you wish to go for Meet 
ings, Conventions, Sales Inoentives 
here's your choice of top resorta with 
mountains, lakes, or seas\ibe beaches 
Finest for cuisine, acoommodations, sports 
facilities and entertainment 


THE CASTLE HARBOUR HoTH! 
OLY, BEACH & YACHT CLUI 
Tucker's Town, BERMUDA 
Isiand’s Largest Beaside Res 
Howard ¥. Hohi, Gen, Mar 


FORT MONTAGU BEKACH HOTE! 
NABBAI nh the BAHAMAS 
‘assau's Lax Hot« r ate 
Keach direct on the Oc9ean 

john L. Cota, Gen, Mgr 


a 


THE BERMUDIANA 

Ha ton, BWUMUDA 

A garden estate in the heart Ila tion 
Carroll ¥, Doole Gen, My 


SPLIT ROCK LODGE AND CLIT 
WHITE HAVEN, 0... VENNEYI ANIA 
“Bports Center of the Poconos’ 

at Hig Koulder on Lake Harmony 

William D. Herrmann, Gen. Meg 


THE ALPINE INN ANID) COTTAGES 
PROVINCE OF QUEBEC, CANADA 
Deluxe Log Chalet and tlag 

La ltiviere du Nord te. Marguerite #ta 
Hs Gibby’ Gibeon 


- 
Fy 


ull Details, special rates frow 
WILLIAM P. WOLFE ORGANIZATION 
Meprenentati ves 
500 Sth Ave, NW. Y. 36 LO G-1114 
Boston, Chicago, Cleveland, Phiia 
Miami, Toronto 


COLUMBIA RES 


ORDS SALES ¢ ORP. 


It’s what others say.... 


Let the men who've ‘‘met’’ here be 
your guide! Pian now to hold your next 
meeting at the universally acclaimed 
hotel that has everything —the 1957 


new, 475-room Americana! Meeting 


. “ 
“A a “ S rooms and facilities are unsurpassed 
orice ° you'll have the aid of one of the nation’s 
* 
" ne outstanding convention directors 
° , ‘. and his capable staff; you'll enjoy food 
¢ . « were that is already world -famous 
4 > - in any of five distinctive dining areas 
ore * And now we offer a magnificent 
’ 18-hole private Golf Course for your 
o 4 after. meeting enjoyment in addition 
* to our 600 feet cf tropical beach, our 
pool and colorful cabana colony, our 
7 10 full acres of gardens and pleasure 
facilities! No wonder delegates stand 
— 
he up and cheer when they meet her +! 
/ 
mericana 
= 
CCBANFRON ee / 8h STRewTs 
MATL NAR BO Lad MIAMI BEACH FLORIDA 
f plete format address 
CHARLES T CRADDOCK 
a Ovrector 


Tiech Mote! Offices New York 


rr 


1°9925 + Chicage, OF 2-1237 + Atiantic City, 4-902) + Washington, 01 7-1816 


In the Heart of 


Downtown Minneapolis 


For 


SA 


« Two 


Ue 


better and BETTER 
LES MEETINGS 


* CONVENIENT DOWNTOWN LOCATION 
* 2 FAMOUS RESTAURANTS — COFFEE SHOP 
* MEETING ROOMS — SAMPLE ROOMS 


BALLROOMS — ENTERTAINMENT 
OUTSTANDING GUEST ACCOMMODATIONS 


Teletype: MP 423 
Phone: FEdera! 3-218! 


4 
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CONBINED CONVENTION 


{continued from page 45) 


with the Record Division. ‘There 
were two major reasons for finally 
choosing the latter course: company’s 
traditional philosophy of mating re 
ords to phonographs, first ot all; sec 
ond, a joint convention would give 
us the biggest possible send-off, pa: 
ticularly for new distributors. We 
wanted them to acquire a feeling and 
identity as part of the big, glamorous 
Columbia show-business family. Our 
new distributors were no novices, of 
course; they had been associated with 
big companies such as General Ele 
tric and Sunbeam. But this was thei: 
first year with Columbia and we 
wanted to show off our entire com 
pany as well as our line of phono 
graphs. 

‘The Columbia Records group ad 
vised us of its hotel choice and sched 
uled date. We promptly sent our 
own inspection team to survey the 
hotel premises. ‘The largest room, Bal 
Masque nightclub, was to be used 
for daily convention meetings, so we 
wanted the second largest room avail 
able. We wanted a room with flat 
unbanked floors with maximum dis 
play space so that distributors could 
walk around easily, inspect the phono 
graphs conveniently. We wanted to 
be away from the beaten track in the 
hotel, preferably away from the lobb 
area (high fidelity is wonderful but 
it’s loud and we also wanted to con 
trol trafhe in and out of the roon 
For out purposes, the Floridian 


Room, on the lower lobby of the 
hotel, was ideal. 

Our, next problem was to check 
the dimensions of the room, then call 
in an interior display expert to plan 
highlighting of the various models 
advise on colo schemes tor backdrop 
draperies and displays. He devised a 
large center table, which pyramided 
our portables and capped the display 
with a revolving stand for our new 
transistor radio. 

Against the walls he ranged our 
various console models. Our $700 
and-up instruments were treated like 
the handsome furniture they are in 
tended to be, set in angled alcoves 
Hanked with potted plants. 

The strikingly modernistic lobby of 
the hotel was an ideal showcase, we 
thought, for a phonograph display. 
We set a revolving display platform 
on the upper level of the lobby, just 
opposite the registration desk, mounted 
our two most expensive phonographs 
(top price tag—$1,995) on the turn 
table and gave every new arrival a 
trafic-stopping preview of the models 
to be shown later. 
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Our teacher campaign had actually 
started two months earlier. We be 
gan a series of inquiries to distribu- 
tors about their warehousing facili- 
ties, asking if they had a minimum 
of 8,000 to 10,000 feet available. We 
were flooded with queries. One fel- 
low even came to see us with his 
projected new grounds plan under his 
arm to ask what was going on. We 
told them to wait and see. We had 
already alerted our field men to the 
coming need for suitable warehousing 
and display space. A month before 
the convention we asked them to re 
evaluate their distributors’ situations. 

Finally, two weeks before the con 
vention date, we loaded our top 
secret new models into two moving 
van trailers and set off for Florida. 

We had some stiff competition 
ahead, for our phonograph presenta 
tion we knew. Not only would our 
distributors already have seen com 
petitive merchandise before they saw 
our line, they would have spent a day 
listening to the dazzling presentation 
for Columbia’s -records. We _ had 
scheduled our meeting for the eve 
ning of the first day, thus leaving our 
selves three additional days—and a 
gala banquet—to set individual meet 
ings with distributors, answer ques 
‘tions, display models in every detail. 

Before our meeting began, the 
phonographs were carefully hidden 
from view by banks of draperies. 
Field men were stationed along the 
route to the meeting room to greet 
arrivals and prevent peeking. At 
the meeting we told the capacity 
gathering about our new line of 38 
models, the industry’s most compre 
hensively priced, and about our met 
chandising program, the industry’s 
most extensive. 

William Bachman, our research 
director, gave a scientific exposition 
of our newest development, D.E.P. 
(Directed Electromotive Power) 
which provides complete control of 
bass distortion with a device never 
before used in commercial sets. Sales 
Manager Jim White outlined the 
major features of our product and 
plans—and then we drew back the 
curtains. 

There was a_ positive stampede 
around the sets. Our meeting closed 
at 10.45 pm, but the display room 
was still busy at 2 AM when we de 
cided we'd better close for the night. 
At 8 am when I came down to un 
lock the display room, which we kept 
carefully closed at  non-exhibition 
hours, I found three distributor dele 
gations waiting for me, eager to hea 
the models again. One of the three 
had even placed his order the night 
before. By the time check-out hou: 
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Northwest Orient Airlines proudly announces 


IMPERIAL SERVICE 


featuring complimentary Champagne 


Delegates arrive at the convention relaxed and refreshed when 

they fly Northwest’s wonderful new Imperial Service 

continental cuisine .. . reserved seating cocktail service 
radar-smooth flights in any weather. So wherever you're 


going, fly Northwest Orient Airlines new Imperial Service. 


31 years of superior Airmanship 


NORTHWESTo.-‘ AIRLINES 


NOW! Fly your family with you for half-fare on Saturdays 


as well as Monday noon through Thursday noon 


Home of the Chicago Automobile Show-—Chicago Nationa! Bost Show-—Chicago Inter 
national Sports and Outdoor Exposition—international Live Stock Exposition—internetiona! Kenne! 
Club Dog Show—international Dairy Show and Rodeo—The Chicago Home of the National Meta 
Exposition—international Heating and Air-Conditioning Exposition, Republican and Democrat! 
National Conventions, National Packaging Exposition, Materials Handling Exposition, Nations 
Machine Too! Buliders’ Show, Road Builders Show and other leading Expositions 


585,000 Sq. Ft. Exhibit individual Halls 4,000 te 180,000 Sq. Ft 
ARENA Seots 14,000 and is Air Conditioned Many Smaller Meeting Rooms 
New Public Address System Parking for 6,000 Cars 15 Minutes from Loop Hotels 


Adjoining Stock Yard inn and the Saddle & Sirloin Ciub 
also available for your meetings, conventions and benquets 


international Amphitheatre 42nd & Halsted, Chicago 9, III 


It ducing 
AMERICA’S MOST 


Lom pele, 
CONVENT ON SERVICE 


of MWHERLCA 


A M SONNABEND, President 
For complete information, write 
Harold J. LaFrenere, Vice President 
National sales, Edgewater Beach 
Hotel, Chicago 


arrived on Monday, 
signed an order, an unusual departure 
from our past convention ex 
Distributors customarily 
until they go home to think 
things over before they order. We 


optimistic 


everyone had 


sales 
perience, 
wait 
had exceeded our most 
goals. 

Of course a dramatic product does 
much to sell itself. But in the days 
that followed our meeting, every dis 
tributor told us 
was with the convention and presen 
Our 


never 


how impressed he 


tation as well as the product. 
distributors had 


witnessed such a spectac ular show and 


non-rec ord 


our record people thought the inte 


grated impact was tremendous. 


ADVERTISING 


~. ~ | 
ak, 


STAFF had as much fun as 


Furthermore, our subsequent dealer 
meetings will follow the same pat 
tern; they will be held in conjunction 
with record dealer meetings, accord 
ing to a previously - scheduled joint 
agenda. 

Perhaps the most gratifying com 
ment on our convention plans came 
from one of our top distributors, a 
veteran of decades in the record and 
phonograph business. He came out of 
our first meeting, looked around the 
room at the crowd of phonographs 
and salesmen and said, “This is Gen 


eral Motors!” 


I couldn’t resist the reply: ‘Great 
now all we want is General Mo 
tors’ share of business!”’ The End 


its guests at Newsweek's penny arcade 


“Penny Arcade” for Hospitality 


Newsweek magazine entertained 
National Industrial Advertisers Assn. 
Arcade” in 
informal, non-sell 
Newsweek in 10 


years of maintaining hospitality suites 


delegates with a “Penny 
keeping with the 
policy followed by 
at the convention 
Objective, maintaining sound cus 
tomer contact without actually sell 
ing, was carried out with “games of 
chance” which offered an amusing di 
version from convention business, and 
which were installed in the Carpen 
tier suite at the Waldorf-Astoria. 
‘The from New 
York's Tenth Avenue “game” mar 
ket, included a “grandma,” otherwise 
known as a fortune-telling machine ; a 
“peep” hand - operated by a 
crank; and a mirth-provoking photo 
machine which produced snapshots of 
guests as Newsweek cover subjects. 
The suite offered Newsweek staft 


games, selected 


movie 


ers a chance to mingle with guests 


who visited the arcade while. still 
manning the games. ‘hese staff mem 
bers were easily identified by their 
straw boater hats banded with News 
week cover colors, red and yellow. 
Prior members 
of the sales staff had mailed colorful 
handbills to all delegates who were 


expected to attend. ‘hese gay invita 


to the convention, 


tions were printed in red and yellow 
with a “Barnum and Bailey” lettering 
proclaiming the fun to be had in the 
Newsweek suite. 

Anothe 
gates tor 


feature which drew dele 
return visits to the News 
week suite was the nightly drawing 
for tickets to “Auntie Mame” and 
“Ny Fair Lady,” two of the hit 
attractions of the current Broadway 


season. 


The End 
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The 


convention spot 


everything 


As many of our convention visi- 
tors have put it, ‘‘Here’s one place 
where business is a pieasure!"’ 


And no wonder! When the day's 
meetings are over, you're only min- 
utes away from your favorite form of 
fun—playing golf, ice skating, shoot- 
ing trap or skeet, fishing, swimming 
or just sitting and soaking up the sun. 


We would welcome the opportunity to 
show you how nicely our facilities will 
fit your convention requirements. For 
free convention folder and the com- 
plete story, just write Mr. Winston 
McCrea, Manager, Sun Valley, Idaho. 


/ 


MEETING ROOMS 


No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 
Numerous smaller rooms 20 to 50 
BANQUET ROOMS 
No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 


CONTINENTAL 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


RATES 
AMERICAN PLAN EUROPEAN PLAN 
, tw 
ste. RATES ON 
’ REQUEST 
$18 cinste room 
CAPACITY 


Sleeping accommodations for 500 persons 
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XGOLF + TENNIS « SWIMMING 
HORSEBACK RIDING «FISHING 
SKEET AND TRAP SHOOTING 
MOVIES * BOWLING 

DRIVE YOURSELF SERVICE 
OUTDOOR ICE SKATING - DANCING 
AND EVENING ENTERTAINMENT 


55 
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Throughout the western United 


States—and in British Columbia 
and Hawaii as well—Western 
Hotels offer perfect facilities for 
conventions, sales meetings, and 
group gatherings of any size. 


From Denver to Honolulu— 
from Vancouver, B.C., to Los 
Angeles—each Western Hotel 
provides meeting rooms, food 
and beverage service, and living 
accommodations of the highest 
calibre. So practical—so con- 
venient—it’s a pleasure to con- 
duct business where all your 
needs are agreeably considered! 


NOW on Waikiki Beach, in addi 
tion to the popular Long House 
ind Dome Convention Hall, the 
NEW Hawainan Village Hotel 
flords even more deluxe con 
entioneering pleasure This 14 
tories of brand-new convention 
ind living facilitu in a tropical 
j iradise, 1s now, more than ever 
the place to go ind only 
flight iway 


Further information may be ob- 
tained by contacting the man- 
ager of any of these fine Western 
Hotels. 


WESTERN 
HOTELS 


Vancouver, B. C.: Georgia— 
Seattle: Benjamin Franklin,Olympic, 
Roosevelt—Spokane: Davenport 

Tacoma: Winthrop—Bellingham: 
Leopold—Wenatchee: Cascadian— 
Portland: Benson, Multnomah- 

San Francisco: St. Francis, Sic 
Francis Drake, Maurice—Los An- 
geles: Mayfair—Palm Springs: 
Oasis— Denver: Cosmopolitan— 
Salt Lake City: Newhouse—Boise: 
Boise, Owyhee—Pocatello: Bannock 


Butte: Finlen—Billings: North- 
ern——Great Falls: Rainbow—Hon- 
olulu: Hawauan Village. 


TILES 


THERE'S "SELL" built into this exhibit with its living-room appearance. 


: 
' 
f 
| 
; 
— 


WITH SHIFTING OF FURNITURE, exhibit has been in several shows. 


Let's Talk Business 
—In the Kitchen 


_ New approach to exhibiting creates home-like atmosphere 
| in exhibit booth. Books conceal products; TV set shows 
| sports movies with product commercials; tables hold parts 

and snack bar converts into work bench for demonstrations. 


BY GENE P. ROBERTS 
General Sales Manager, The Weatherhead Co.—Fort Wayne Div. 


shoulder and was 
hanging on to it with one finger. 
“Look,” he said to the weary guy 


Ihe man’s grey flannel suit was ung over one 
rumpled, his loosened tie hung limply 


from his neck and he had his coat 
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Merchandise... personalize... advertise 
in ONE low cost 


promotion! 


Ler NATCO BAGS carry your name world-wide! 


Now used successfully by major airlines and leading 
resort hotels, handy, colorful NATCO Bags provide 
the perfect give-away or promotion piece for manu- 
facturers... hotels... motels... railroads. . . bus 
lines . . . steamship lines . . . travel agencies . . . con- 
ventions... trade shows... sales meetings, etc. 


Available in a wide selection of standard styles or 
made to your specifications in nylon, plastic, or can- 
vas. Order NATCO Bags with your company name 
and insignia imprinted on the outside. 


ASK FOR COMPLETE DETAILS TODAY! 


natco products corporation 


1401 POST ROAD PROVIDENCE 7, R. lI. 
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Discover a‘‘South Sea Island’’ Convention 
... just a wish away 
at the air-conditioned 


RESORT MOTEL 


The personal touches that make a meeting memorable, the assurance 
of your convention, no matter how small, being important 
(we book no conflictions), the unforgettable atmosphere of South 
Sea Iisiand seclusion in the midst of exciting Miami Beach— 
are yours only atthe Castaways. Write for full details today! 


* AMPLE FREE SELF-PARKING © PRIVATE FISHING PIER —_—Lee Gorfield, 

* 304 UNIQUE ROOMS © 21” TVin EVERY ROOM = Fornell 36 
© 3,600 sq. ft. AUDITORIUM * 3 SWIMMING POOLS a 
© 2 DINING ROOMS & BARS _—* 350 ft, PRIVATE BEACH Ad 

* COMMITTEE ROOMS * 100% UNION-AFL-CIO 


ON THE OCEAN AT 163rd STREET * MIAMI BEACH, FLORIDA 


The 1958 Season marks the open 
ing of the newly enlarged Star 
light Room, comfortably seating 
convention groups up to 600 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at The Belleview: 
Paso Standard Oil, Travelers Ins. Co., Beneficial Mgmnt. Co., Pure Oil Co., 
New York Life, Aetna Life, Northwesterm Mutual Life, Ice Cream Mgrs. Asan., 
1.B.M., Amer. Dermatological Asan., Gen. Cable Co., Nat'l, Lumber Mfrs. Assn. 


/ 
Y 


standing next to him, “I’m beat. 
Let’s call a halt.” 

“T’ll buy that,” said the other, “but 
where do you sit down in a trade 
show ?” 

Luckily, the portion of the show 
one had seen included the Weather- 
head House, and they made for its 
comfortable sanctuary without delay. 


Unusual Approach 


We feel that the Weatherhead 
House is an unusual and unique ap- 
proach to trade show exhibiting. It 
has already caused considerable com- 
ment in the industrial field. Designed 
specifically for Weatherhead by Har- 
vey G. Stief, Cleveland, the “House” 
has appeared at the Plant Mainte- 
nance Show in Cleveland, January 
28; Materials Handling Show, Phil- 
adelphia, April 29; the Coal Show, 
Cleveland, May 13; and Mid-Atlan- 
tic Automotive Show, Boston, May 
23. It’s scheduled for appearances in 
Cleveland for Instrument and Auto- 
mation Show in September and in 
Chicago for National Metals Show 
in November. 

Weatherhead House is not actually 
a house, of course, but it does give 
the appearance of being part of a 
roomy comfortable home. Measuring 
10 by 20 feet, it consists of two rooms 

a living room and kitchen. A plexi 
glas wall, four and a half feet high, 
encloses the ‘House’ and, where 
show rules permit, aluminum tubing 
is used to create a three dimensional 
impression with twine stretched over 
the aluminum framework to give the 
added impression that Weatherhead 
House is a comfortable part of a nor 
mal home. 

Inside the living room are several 
easy chairs, a sofa, some modern 
lamps and tables. What looks like 
a television set entertains visitors Ww ith 
the latest sports movies interspersed 
with color films of Weatherhead 
products, plants, etc. A large coffee 
table fronts the couch and a huge 
picture window at the back of the liv 
ing room adds graciously to the over 
all impression. Separating the living 
room from the modern up-to-date 
kitchen is a snack bar. Wood grained 
kitchen cabinets, a kitchen table and 
chairs, are set off by an unusual cop 
per tile used in the kitchen decor. 


+ 


Engraved Plexiglas 


Other than the words, ‘Weather- 
head House,” engraved in plexiglas, 
there is little at first glance to readily 
identify the booth with any particu- 
lar firm except that the name 
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The favorite is New Orleans’ famed Jung 

Hotel. Largest and finest convention facili 

ties in the South, 1200 guest rooms, 12 

ae exceptional meeting rooms, Hugh Tulane 

od, Room for up to 2,000 persons equipped 
“ with massive service elevator and stage; 
completely air-conditioned, TV, radios, 

fabulous steaks e Charcoal Room, 

beautiful cocktail bloung experienced 


convention staff 


h 


NEW ORLEANS 


ws Completely Air-Conditioned A Affiliated National Hotel G. 


TEXAS: Austin — the Stephen F. Austin ALABAMA. Mobite—v/ ——— 
Birmingham the homas Jetlerson 
WASHINGTON, D C he Washington 
Cortez; Gaweston — the Buccaneer, Ge RADIOS-TELEVISION INDIANA, Indianapoiis — the Claypoot 
vez, Seahorse, Jean Lafitte and Coro COMPLETELY AIR CONDITIONED LOUISIANA: New Orleans the Jung and 
nado Courts; Larede—the PI Lubbock i) F r HW the De Sot NEBRASKA: Omaha — the 
ado ourts ——Ihe aia ree nler otel ‘ ve 

he Lubbock; Marl F Pe ac eenndbons ag Remo oy Paxton WEW MEXICO: Clovis—rhe Clovis 

¢ oO hi t 4 Reservation ervice 

Oe Sans ED <i Fa Ole Be SOUTH CAROLINA: Columbia — she Wade 
Angel a @ : OFFICES: New York Circle 76940 Washington EXecutive 3-648! 

ngelo the actus; San Antonio the amptor VIRGINIA: Mountain Lake 
fe - Chicago MOhawk 45100 Cleveland PRospect 1-782 ‘ 

enger and the Angeles Courts Mexico City 46-98-92 Galveston SOythfield $-85%6 


Brownwood—the Brownwood, Dallas—rhe 
Baker and the Travi El Paso 


n Lake, the Monticelle 


CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan . .. only three hours from 
Miami, five hours from New York 


Here, in an enchanting island setting, you will en 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe. The air-con- 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms will be ready in December 1957. 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs 
or currency exchange problems 


After your Miami convention is adjourned 
. vacation at the Caribe Hilton 


A Grand Award for Salesmen . it’s a 
real sales incentive to spark any contest 
and make every man double his quota. 


xe 
Oz 
SAN JUAN + PUERTO RICO + USA qu? 274 


For information or literature: Joseph J. Case, Sales Manager, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, N. ¥., Telephone MUrray Hill 8240 
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“Weatherhead”’ is as familiar to users 
of our products as the name “Eisen- 
hower” is familiar to the average 
citizen. For the record, the Fort 
Wayne Division of Weatherhead 
manufactures automative parts, fit 
tings, drain cocks, flexible fuel lines, 
power steering hose, window vents, 
dash controls and a wide variety of 
steel and brass fittings for industrial 
use as well, 

‘The booth’s sales appeal is quiet 
almost unobtrusive yet trom experi 
ence we know it leaves a lasting im 
Once inside Weatherhead 
House, for instance, a trade show vis 


pression, 


itor will discover that the famous 
Weatherhead logo—a “W”’ pierced 
with an arrow—is neatly woven into 
the drapes. Yellow and black drapes 
(Weatherhead advertising colors) 
frame the large french window wall 
whose separate windows turn into 
display cases for Weatherhead prod- 
ucts at the flip of a light switch. 
(jlass-topped coffee table houses a 
display of smaller parts. Snack bar 
which separates the kitchen from liv- 
ing room easily opens into a work 
bench where salesmen and _ tech- 
nicians can quickly show off various 
Weatherhead products to their best 


Western's celebrated “Champagne Flights” are Amer- 
ica’s smartest air service... reserved seats, gourmet 
dining, vintage champagne and orchids for the ladies! 


Las Vegas * Reno « Palm Springs * Los Angeles * San Francisco 


San Diego * Seattle « Portland * 


Salt Lake City * Denver * 
Minneapolis-St. Paul 


Write... 


Convention Department 


6060 Avion Dr., Los Angeles 45, Calif 


WESTERN 
AIRLINES 


Mr. *K” Presents 


Big City Facilities With A Small Towns Convenience 


3% The Midwest's best bet for sales meetings and 
convention groups from 25 to 300 people. 


xf 8 minutes to airport - 3 minutes to railroad station. 

x Friendly, intimate atmosphere . . . a little city exclusive. 
xt Air conditioned guest rooms and meeting areas 

3 Subway connected to other downtown hotels. 

ye Six hundred and fifty luxurious rooms. 


Write or call Earl L. Jorgensen, Director of Sales and Public Relations, 


for complete details and colored brochures. 


advantage. 

There are no crates or corrugated 
bexes full of parts lying around. 
Parts are safely stored in the kitchen 
cabinets. Another unusual fixture is 
the built-in book case which provides 
Weatherhead salesmen with an ex- 
cellent hidden sales tool. This small, 
open shelved book case, to the left of 
the large french window, holds what 
appears at first glance to be a num- 
ber of technical books. Once opened, 
however, the books are found to be 
hollow with an actual cut-away 
sample of a major product mounted 
inside. Book titles, by the way, indi- 
cate their hidden treasure, i.e., Brass 
Tube Fittings, Ermeto Tube Fittings, 
Reusable Hose Ends, etc. By keep- 
ing these product samples out of sight, 
except where in actual use, Weather 
head maintains the appearance of a 
normal, pleasant-looking living room. 

Weatherhead House is part of a 
new overall approach to advertising. 
Founded in 1921 in Cleveland by A. 
J. Weatherhead, Jr., we claim that 
The Weatherhead Company is the 
world’s supplier of OEM 
parts and fittings to the automotive 
industry. Beginning with the manu- 
facture of a simple drain cock in a 
Cleveland garage, the firm now has 
six manufacturing plants, two ware- 


largest 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum. 

Make ¢ headquarters here at the 
Heary udson Hotel and save time, 
money and energy. 

1200 Rooms 1200 Baths 
Single $5 to $8 Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club, Entertainment by name 
bands. Now open—New Chart Room Bar 
and Restaurant. 
© Banquet and Messing Rooms 
¢ Ample Parking — 2 Cocktail Lounges 
Swimming Pool and Sun Decks 
Complimentary to Guests 


ALBERT F. KOENIG—Gen. Mor. 
Frank W. Berkman, Dir. of Sales 


a 


HOTEL 
CO 5-6100 


353 W. 57th St., New York 19, N. Y. 
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houses and three different divisions, 
including a wholly owned Canadian 
subsidiary. 

Largest of the three divisions has 
headquarters in Indiana and four of 
the six plants are operated by this 
Fort Wayne Division. Weatherhead 
House is the traveling trade show ex- 
hibit of this specific division alone. 

The new advertising approach is 
intended to reflect the firm in its 
best light as the leader in its field. 
A dignified institutional advertising 
series is now being carried by several 
trade magazines; four-color Koda- 
chrome covers now dress up its cata- 
logues ; and we feel that Weatherhead 
House gives a Cadillac atmosphere 
to its participation in a trade show. 

Reaction to Weatherhead House 
has been excellent. ‘Trade show visi- 
tors who have seen it generally re- 
gard it as sort of an “oasis” in a des- 
ert of complicated technical exhibits 
with high pressure selling techniques 
to further weary the onlooker. 

From the planter in the front 
window to the guest closet, Weather- 
head House represents a new concept 
in trade show exhibiting. As for its 
impact in actual sales, it’s still a 
little early to say. We do know how- 
ever that it certainly has increased ‘in- 
quiries about our products. 


ONE OF AMERICA’S 
FINEST HOTELS 
JRE 

Ay” \ 

A $2,000,000 RESORT 


FAMOUS FOR CONVENTIONS 
IN MAY, JUNE AND SEPTEMBER 


ALL GUEST ROOMS AIR-CONDITIONED 
ALSO NEW OLYMPIC a — 
POOL ON FRONT LA 


Magnificent Music Hall and theatre, seat- 
ing 900...sand beach and boardwalk... 
our own 18 hole championship golf course 
called “One of the best in the country", 
by the N.Y. Times...4 splendid clay 
tennis courts...all out-door sports... 
wonderful fishing, motor boating and 500- 
passenger ree ~ & steamboats leaving 
from our own dock...4% minutes to 
Saratoga 


One heur from LaGuardia Field by Eastern 
Airlines... less than §& hours from Grand 
Central...wonderful auto trip on the 
new thruway. 


SAGAMORE 


ON 32-MILE LAKE GEORGE 


(Queen of America's Fresh Water Lakes) 


BOLTON LANDING, N. Y. 


NEW YORK CITY OFFICE — 1481 Broadway 
Wisconsin 7-3700 
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We know that other manufactur- 
ers had commented favorably upon 
the idea and that the kitchen of the 
“House” always becomes a gather- 
ing place where old friendships be- 
tween manufacturer and distributor 
can be cemented and renewed and 
new friendships are gotten off to an 
easy, friendly beginning. 

We've found that it’s now possible 
to deal with distributor problems in 
person through this type of exhibit. 
Either John Allen or Ed Duffy, sales 
managers, Industrial and Automotive 
Distributor Divisions respectively, ac 
company the exhibit, which is used 


for both industrial and automotive 
shows. A distributor with a prob 
lem is invited into the kitchen, where 
problems can be discussed and ironed 
out quietly and, most important, pri 
vately, despite the usual hustling and 
bustling that exists in trade 
everywhere. 

We at Weatherhead are quietly en 
thused about our “House.” I believe 
that this new approac h to trade show 
exhibiting will pay off, not only in 


shows 


dollars and cents, but in goodwill 
and long range appreciation § of 
Weatherhead as tops in its field. 

The End 


To get things done... 
have more tun 


COME TO POINT ae YOUR PRIVATE PLEASURE-LAND! 


AGG t f 


Daal 


— aa Gund 


es “Set T CLEAR ALABAMA 


Distinguished cuisine and service, 


New Lagoon Room 

Skylounge 

Club House Loft 

Championship Golf Course 

Deep-sea cruisers 

Swimming pool and white sand beach 


plus luxurious comfort and the 


privacy of a 350-acre estate have established Grand Hotel as a 
favorite resort for discriminating guests. Add to these features the 
finest of meeting rooms and you have all the facilities you could ask 
for a successful, enjoyable meeting! Available al| year, except March 


and April, 


Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James H. Pope, Convention 


Manager, or Harry A. Peters, Jr., Director of Sales 


GRAND HOTEL © POINT CLEAR © ALABAMA 


Murray Stevenson, Vice President 


_Grove Park inn 


\ asmevites NORTH CAROLINA 


CLAIRE PERKINS, Sales Manager 
GEORGE J. STOBIE, General Manager 


- 

Make it a 

. ik 
Vacation-Like 
. 

Meeting 
..» with inspiring results 
Accommodations for 350 . . . Banquet 
seating for 600 and Convention seating 
for 550. Completely redecorated. Pri- 


vate swimming pool overlooking the 
Golf course. 


WIDE USE APPLICABLE FOR RE-ENACTMENT TECHNIQUE 


here dea with one pany sale meet ngs and trainee [ex sions. 


educating mar Althou ustration arose out of the 
ano trair Ing Tells; ) creat ng 4 new ook for fam War 


AUN AAADDODOUA} RAN AAPA 


3d was 25 mer t > method applies t ich topics as 
‘ , 


ct ntroduction, adavertisir g am 


pare me a 


ther subjects, 


1, RE-ENACTMENT 

Jack Snow, Texas manager, re- 
enacts how he motivated one of his 
salesmen to open new accounts and 
* get satisfactory penetration from 
established customers. Morrie 
Marksbury, at the “wheel”, Me- 
Graw Hill’s Northwestern district 
manager, plays part of salesman. 
Twelve re-enactment skits high- 
lighted the three-day program. 


2. APPLICATION PANEL 
Following each re-enactment, a 
panel headlines broadest possible 
application of points brought out 
in skit. Seventy-five years of ex- 
perience as McGraw Hill sales 
managers are represented by Austin 
Hogan, Wick Hoops, Ray Carlson 
and Jack Lind. Name cards feature 
initials “O.Q.” which stand for 
managers’ hiring objectives: right 
quantity of quality salesmen. 


9 STEPS 
70 @Q 
, CONNECT with 
Poss his 
SCAREN mrocwmes PF 
THORDULM)) Mi RommE 
PROGA MEE 
ee Pe 
on FUTURE 


3. BRIEF REVIEW 

Bill Rados, sales training consult- 
ant, reviews fundamentals as third 
and final step. He buttons up 
practical applications brought out 
by the teams. Reenactment skits 
accounted for 80% of the 21 hours 
total conference time. For panels, 
new men were used after each skit. 
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Re-enactment: Simple, Effective Technique 


Se 


McGraw Hill field sales managers act out experiences at 


their annual meeting. Find 10 advantages to technique 


in discussing fundamentals that have been covered before. 


BY WILLIAM RADOS 


Sales Training Consultant 


What can you do to create fresh 
new interest at a sales meeting which 
emphasizes familiar old fundamen- 
tals? 

That was the problem facing E. G. 
“Al” Maley, manager, Field Circu- 
lation Sales; McGraw Hill Publish- 
ing Company, when he sat down to 
plan his department’s annual manage- 
ment conference, only to realize that 
everything had already been covered 
numerous times in the many prior an- 
nual meetings. 

For years McGraw Hill field sales 
managers had been subject to inten- 
sive training on two key subjects 
which constitute their daily job duties 
—hiring and training of salesmen. 
Fundamentals had become thoroughly 
familiar through a barrage of man- 
uals, charts, slides, recordings, bul- 
letins, assignments, quizzes, case 
problems, discussions, unrehearsed in- 
terviews of genuine applicants. You 
name it and McGraw Hill has used 
it. 

Management rightly felt that inso- 
far as fundamentals were concerned 
little more could be done. But in the 
realm of application there was room 
for improvement. 

Here was the clue that cracked 
the case: 

If we could only unlock the 
crammed warehouse of accumulated 
manager experience, we would arouse 
fresh new enthusiasm. But experi- 
ence had taught us that managers 
(just like salesmen) do not relish 
preparing papers to deliver before 
their associates. 

McGraw Hill found the answer in 
a simple but highly effective tech- 
nique — namely, manager re-enact- 
ment of his own solutions to actual 
hiring or training problems. By cast- 
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ing an associate in the part of “sales 
man,” the resulting dialogue brought 
a high degree of realism into the 
meeting. Preparation was a cinch, 
and best of all the event was well 
received. 

To capsule the program, it was a 
three-day 
problems of finding, selecting, selling, 
training and developing salesmen with 
re-enactment skits on 11 major topics. 


session concentrating on 


These are the advantages of a re 
enactment skit: 

1. Assignments are 
good grace. No tension. 

2. Rehearsal—what there is of it 
—amounts to a few minutes review 
with the “salesman.”’ Several of the 
re-enactment .teams completed all 
preparations on the bus, or on arrival 
at the convention hotel. 

3. It is some psychological quirk, 
but managers who tremble at the 
thought of addressing an audience, 
find it carefree fun to talk to the 
“salesman” and allow the audience to 
eavesdrop. This feeling of confidence 
gets over to the audience. 

4. Since the re 
actually happened, both actors and 
audience accept the lesson 100%—a 


accepted with 


enacted subject 


result not always attainable when a 


skit or speaker deals with theory. 

5. Ensuing questions from the floos 
are much more to the point. 

6. Immediate attention is focused 
on each new program fopi since it 
starts, not with a speaker, but with 
a re-enactment. 

7. Application panel, which follows 
each skit, has the valuable assignment 
of confirming the universal applica 
tion of the re-enacted solution to all 
managers present. Again, it's not a 
boss who is telling them; it’s thei 
own associates-—with consequent in 
creased urge to better performance. 

8. Every man gets into the act. In 
this McGraw Hill case, since the au 
dience was small, every manager ap 
peared in at least one re-enactment 
skit plus one panel. Since this particu 
lar program required 72 assignments, 
even the largest conventions would 
allow a considerable percentage of 
the sales force to get into the act 

9. Formal review of fundamentals, 
which I handled as sales consultant, 
coming after the re-enactment and 
panel, occurs in an atmosphere of 
reality and therefore takes on proper 
perspective. 

10. There is less 
home office. 
meeting of the traditional type where 


work for the 


(jetting up a major 
management does most of the talking 
you take a heavy toll of the brass 
Days and weeks they give to prepara 
tion must be stolen from the ever 
demanding load of the daily job. But 
with re-enactment counting tor most 
of the convention program, home 
ofhice preparation load is enormously 
lightened. 

‘These reasons explain the excellent 
audience reaction. Managers enjoyed 
the ease of preparation; top level ob 
servors were amazed that audience 
participation could be maintained at 
high level for three olid days. 


The End 
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Choose the 

é, 
fourlau 
ott Ocean 


for your next meeting ! 


HOTEL MORAINE 
Highland Park, Illinois 


MAYVIEW MANOR 


Blowing Rock, North Carolina 


0 coastline 


plant ation 


OCEAN FOREST HOTEL 
Myrtle Beach, South Carolina 


Each hotel has: convention facilities 
for 300 


rooms 


air conditioned meeting 
private swimming pool 
nearby golf. Operated and managed 
by Richard S. Wright and Larry Boyle 


Address inquiries to Hotel Moraine 


SWEET PERSONNEL at Information Center answered over |,500 queries during the show. 


Where-to-Find-What Service 


Sweet's is one exhibitor who is happy to send visitors to 


other exhibitors’ booths. Tried as one-time shot, Sweet's 


Information Center works so well 


(and 


for visitors 


Sweet's), same exhibit is now scheduled for more shows. 


Did you ever hear of an exhibitor 
spending all of its time at a trade 
show sending visitors to other ex- 
hibitors? 

It happened, for the first time, at 
the Design Engineering Show, re- 
cently held in New York's Coliseum, 
where Sweet's Catalog Service oper- 
ated “Information Center’ especially 
for the purpose of sending visitors at 
the show to booths where products of 
specific interest to’ them were on 
display. 

From all reports, Information Cen- 
ter proved successful and a boon to 
visitors, exhibitors, the show, and 
Sweet's. 

Over 1,500 design engineers stop- 
ped at the Center to ask where they 
could find specific exhibitors; if cer- 
tain companies were exhibiting; 
whether or not particular products 
were being shown and, if they were, 
by whom. Most referrals to booths 
were made in answer to requests for 
directions on where to find specific 
companies in the show, but over 400 
referrals were made as a result of 
questions about products asked for by 
visitors who did not seem to know 
which exhibitors manufactured them. 
these mentioned 
products they were interested in by 
trade names, but could not remember 


some ot visitors 


or did not know the manufacturers’ 
names. 

As a result, exhibitors with prod- 
ucts to sell met prospects who had 
definitely expressed an interest in 
them and their products at Informa- 
tion Center. A spokesman for show 
management, Clapp and Poliak, Inc., 
states that Information Center was 
unique and helpful, and it 
contributed to the success of the 
show.” 

For Sweet's personnel, who plan- 
ned and worked on the center two 
months before it opened, satisfaction 
came when they realized how many 
visitors and exhibitors were grateful 
for the service being performed. 

First indications that the idea was 
well thought of came from exhibitors. 
Within two weeks after a question- 
naire form was mailed asking them 
to list products they were exhibiting, 
or would talk to show visitors about, 
more than half of the show’s almost 
400 exhibitors had responded. Sweet's 
was able, a week earlier than had 
been scheduled, to start its staff of 
classification and indexing specialists 
to work on the all-important job of 
building a comprehensive product and 
trade name index for the show. 

As it turned out, this was a lucky 
break, because that section was still 
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THE BIG NEW NAME ON THE CONVENTION HORIZON 


MIAMI BEACH'S LARGEST HOTEL 


OPENING DATE DECEMBER 165, 1957 


Completely Air Conditioned 


620 elegant rooms, suites and lanai suites 
15 meeting rooms — specifically designed for conventions and sales meetings 
Amphitheatre Convention Hall seats 1,200 ¢ Banquet accommodations 1,000 
Other rooms with capacities of 1,200 - 600 - 350 - 200 - 100 

4 dining rooms featuring menus of international flavor « Many smaller rooms 
for committees - press - headquarters 


Every modern meeting device — finest acoustics — complete audio and visual 
equipment day-long comfort chairs giant stage in convention hall 
exhibit space —— closed circuit TV 
Professional sales staff highly experienced in servicing conventions and sales meetings 
Enjoyment and relaxation facilities include: 750-foot private beach 

2 swimming pools magnificent night club palatial cabana club 

21” TV and circulating ice water in every room — extensive sports area 
Mr. Sales Manager: 

Special for you . . . write now for the Carillon Incentive Plan . 


7" complete 
service from kick-off to pay-off. 


Write — wire — or cali Edward J. Toole, Director of Sales, for complete 


“Carillon Convention Story’’. Choice dates available. Phone Miami: UNion 5-57: 


_ 
A 


AAAS 
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Get Your Message 
To Any Size Audience... 


with this POWER-PACKED “PACKAGE” 


HI-POWER 
auditorium 


SOUND 
UNIT 


> 


] 


oration 
DuKane So'Charies. 


NAME ro. 


the proven name in 
audio-visual devices. 
Since 1922 


Nassau Sigle/ 


You'll GET MORE DONE on your conventions and sales meetings 
in Nassau... because you HAVE MORE FUN and relaxation 
during the hours in-between! Every sport under the sun... 
shopping and sightseeing for the whole family! Nassau is near, 
by plane and ship . . . and no passports are needed for American 
and Canadian citizens! 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


MIAMI! 1633-34 duPont Bidg. NEW YORK: 308 British Empire Bidg. 
CHICAGO: 1210 Paimolive Bidg. DALLAS: Adolphus Hotel Arcade 
TORONTO: 407 Victory Bidg. 


working on the master index up to 
the last possible moment. A supple- 
mentary index, covering late respon- 
dents and new exhibitors, was pre- 
pared in the final week before the 
show opened, and copies of this index 
were delivered from the printer just 
one hour before the doors opened. 

The complete index had over 1,000 
product headings (under which com- 
panies and their booth numbers were 
listed), and over 400 trade names. 
It comprised over 120 pages. The 
classification and indexing section re- 
quired an investment of 300 hours in 
its preparation. 

The index proved its value time 
and again, however, as show visitors 
asked for products and were directed 
to exhibitors who had what they 
needed. 

In addition to the indexes, there 
were other helpful printed pieces at 
Information Center. One was an In- 
formation Center request form, on 
which the exhibitors who made the 
products of his interest were listed 
for the inquiring show visitor. 

The other was a 32-page booklet, 
A quick guide to catalogs for product 
designers, which contained brief de 
scriptions of 246 manufacturers’ 
catalogs the show visitor could find 
in the 1957 Product Design File in 
his office. 

Signs on all three floors of the 
Coliseum directed visitors to Infor 
mation Center, and advertisements 
appeared in special show issues of de 
sign engineering publications telling 
potential visitors what the service 
would do for them. Direct mail was 
used, also, to get news of the idea 
around, 

Sweet’s exhibit was 24-feet wide. 
It was designed to look unquestion 
ably like an information center—with 
high counters, and a rotating, lighted 
canopy. Backdrop for the Center was 
a 120-square-foot display of catalog 
covers, representative of the catalogs 
in Product Design File. Fred Witt- 
ner Advertising designed the booth, 
and Ivel Construction Corp. built it. 

Originally, the booth had_ been 
planned as a one-shot affair. Success 
of the Center in providing a needed 
service to show visitors and exhibitors 
and in effectively dramatizing Sweet's 
role in marketing—that of bringing 
buyers and sellers together faster 
changed those plans. 

Sweet's is already working toward 
the Plant Maintenance and Engineer- 
ing Show, due in January, 1958, 
where Information Center will go 
into operation again. Many things 
were learned in the first attempt 
which will make Sweet's Information 
Center an even more helpful addition 
to future shows. The End 


SM/SEPTEMBER 6, 1957 


TT TMM UM TULL CLT 


Enjoy Our Golden Rule of Hospitality for Better Meetings 
oo 3 


The Golden Gate is the perfect setting your service, the Golden Gate offers a com 
for a Sales Meeting, because every facil- plete sales package. Ideal air conditioned 
ity is designed to create sales radiation. accommodations include hotel, motel, 
From the new Convention Hall, where apartments and villas three swimming 
nine meetings can be held simultaneously, pools... 500 foot private beach two 
to our personalized sales meeting staff, dining rooms three cocktail lounges 
with secretaries and photographers at ... dancing continuous entertainment 


For Full Details and Color Convention Brochure, 
OLDEN Alt write Dick Frey, General Ma) 


20 ACRES (OCEAN TO BAY) AT 194th STREET, MIAMI BEACH 41, FLORIDA 


southwest’s 


best 
convention 


Versatile new convention hall, the Moody 
Center, flanked on both sides by ex- 
cellent hotels, the Galvez and Buccaneer, 

- at the heart of Calveston’s beach, 
all three completely air conditioned, 


The Convention Center. New standards are set by the 
Moody Convention Center. Every desirable facility has 
been tested and provided to assure maximum efficiency 


Exhibit Hall. 31,000 sq. ft., divisible by folding walls, 200 
booths. Auto entrance from street. All utilities, 2.500 aq ft 
lobby and vestibule, check room drug stores 


‘i Auditorium. 19,480 sq. ft., 5 level terraced, Divisible by 
Hotel Accommodations, |mmediately wext to the Moody folding walls. Capacity: meetings 3,500, banquets 

Center, the Buccaneer and Galvez Hotels provide excellent 2,500. 50 exhibit booths. 90’ x 50’ stage: scenery loft, 7 
accommodations for up to 1,200 delegates. Both hotels dressing rooms, theatrical lighting, auto and loading ramp 
have been rehabilitated and refurnished Completely air from street. 6 meeting rooms. 4,900 »q. ft. dance floor 
conditioned, TV and radios, exceptional food and service Two way escalators, Closed circuit TV, big screen projec 
are standard features. The Galvez swimiming pool is tion, broadcast facilities, projector, public address and 
available to guests of both hotels. Total housing on Island tape recorder. Kitchen adjoins auditorium for quick food 
for up to 3,000 delegates service 


Factual File Folder. Comprehensive file folder giving all details, floor plans, etc. of both hotels and the Convention Center gladly sent 
upon request. Write to Convention Dept., Affiliated National Hotels, P. O. Box 59, Galveston, Texas or call Galveston 5-8534 
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Business 
isa pleasure 


Ps. * 


... when 
meetin gs...COn ferences 
... forums are held at 


HMistoric 


Williamsburg 


Virginia's restored colonial capital 


offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams 
burg Motor House, to provide fine 
accommodations for groups up to 
100 persons, 

Conference delegates and their fam 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, cralt shops, 
plantations, gardens, the carriage 
rides, and complete recreational fa 
cilities combine to promote full at 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


hor booklet and information write 


William E. Bippus, Hotel Sales Manager, 

Williamsburg, Virginia or call New York, 

Circle 6.6800; Washington, EXecutive 
S.O4R81; € hicago MOhawk 4-5100 


SEBSEBCSBCBSOS 
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PHOTOS DISPLAYED of new 25-Year Club members (left) at entrance to hall. At 
right is Stanley H. Hobson, Roper president. Guest speakers at dinner are always varied. 


TWO.-TIERED HEAD TABLE at banquet places club president and wife, master of 


ceremonies and guest speaker at top table, incoming members and wives at front table. 


How Does Your Company 
Honor Long-Time Employes ? 


Roper Corp. has evolved an annual dinner for its 25-Year 
Club which keeps dry rot from setting in. Important to 
event is inclusion of spouse of each member of the club. 


BY LESTER C. FILL 
Director, Industrial Relations, Geo. D. Roper Corp. 


A quarter of a century is a sizeable around the country, an evening a year 
chunk out of any man’s life. When is set aside to raise the hat in salute 
an employe has served his employer to the veterans at a company spon- 
for 25 years, he likes to have it sored Quarter Century Club dinner. 
recognized. And in hundreds — and Like any meeting, a dinner for 
possibly thousands — of companies company service veterans can slide ef- 
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fortlessly into a pattern. It can be- 
come, as the years pass, a fatiguing 
repetition of the year before. Most 
enterprising companies guard against 
this creeping paralysis by insisting on 
change of pace, change of scene, 
change of mood. To make the annual 
25-Year Club affairs memorable to all, 
year in and year out, somebody must 
work at it. 

At the Geo. D. Roper Corp., Rock- 
ford, Ill., we have been working at 
the change of pace in our quarter 
century affairs since the year they 
orginated. We do not claim unquali- 
fied success nor do we always adopt 
a pattern we have found successful. 
Every year’s affair brings its new 
challenge. 


Trial and Error 


We have learned by trial and error. 
We believe we have eliminated much 
of the haphazard. And we realize 
that we still have a way to go. There 
are some procedures, however, which 
we follow in a general way, and these 
might be of value to others. Although 
these suggestions apply essentially to 
meetings of employes, it occurs to me 
that they might have some application 
to sales meetings, too. Sales meetings 
are not completely immune to dry 
rot; they can become static, too. 

Roper 25- Year Club was estab- 
lished several years ago to provide a 
specific mechanism for the recogni- 
tion of our quarter century service 
veterans. Prior to that time the pro- 
cedures of recognition were loose and 
informal. We recognized that, in our 
old timers, we have a wonderful res- 
ervoir of company loyalty and affec- 
tion, and that to ignore it or to neg- 
lect it would be poor policy but it 
would also be poor human relations. 

The annual banquet to honor our 
service veterans was a natural out- 
growth of the formation of the club 
itself. In the eight years of the club’s 
sturdy existence, we've learned some 
things and here they are: 


Site Selection 


In probing around for guidance, 
we found that quarter century clubs 
select varied sites for their annual 
affairs—some are lavishly set in ex- 
clusive clubs; others are cramped into 
company cafeterias. At Roper we 
sensed the need for holding this an- 
nual affair in a setting that would be 
both attractive and comfortable. We 
wanted our employe members to be 
impressed — but not overwhelmed — 
by their surroundings. So, for the 
eight years we have held the banquet, 
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On your Convention 


meet with more success at the 


vu 
MORE Convention Facilities 11 fully equipped meeting rooms seating 10 to 
575 theatre-style and 725 banquet-style. 3 dining rooms. Garden banqueting in 
the ‘‘Glen."’ 
MORE Special Services Publicity and promotion + Most up-to-date convention 
equipment... complete projection and public address systems 


MORE Recreation Facilities 6 acres of tropical loveliness « Every room with 
private terrace and ocean view + 2 blocks of private ocean beach, pool, cabanas 
« Balmoral Club and Embassy Supper Club. Gourmet dining « Free parking 
FULLY AIR CONDITIONED 


Convention staff directed by 
IRVING RUDD" will be on hand 
to offer you new and helpful eS 
convention ideas TApreyer ™ 


*Formerly Director of Public Relations oF — ~ 
for the Brooklyn Dodgers —y 


Here’s a line on the... 
Hotel 


Other MASSAGLIA Hotels 


Hotel Miramar 
Santa Monica, Cal 
Hotel Sainte 
Claire 


* New York City 


Excellent Convention facilities 
Grand Ballroom will provide ap San fons, Callt 
proximately 10,000 square feet to 

Hotel Wilton 
accommodate 1400 for Meetings oe Lone Eee, Celle 
and 1300 for Banquets. Many AA ha ’ ° 

: . Hotel El Rancho 
other Function and Meeting Rooms + be 


Gallup, N. M 
available. Hotel Franciscan 


tlbuquerque, M 
Hotel Raleigh 
Washington, DA 
Hotel Bond 
>, « iL Hartford, Conn 
’ 4 - ‘ } bh Hotel Sinton 
Cincinnan, OU 
34th Street at Sth Ave. Hotel Sherwyn 
Pittsburgh, Pa 
Hotel Park Lane 
Denver, Col 
. Waikiki Biltmore 
Washington, D. C., EXecutive 3-6481; Cleveland, PRospect |-7627 Hetel 
Chicago, MOhaewk 4-5100 


Direct subway tunnel to Penn 
sylvania Railroad Station and 
Long Island Railroad, Carage 


For Convention information write, 
phone (LOngacre 35-1000) or Tele 
type (NY 1.1384) Jack Potter, 
Director of Sales, or contact our 
nearest Convention Office 


Honolulu, Hawaii 


JOSEPH MASSAGLIA JR., President 
CHARLES W. COLE, Gen. Mgr. 


CHICAGO MIDWEST HEADQUARTERS 
BOOKING OFFICE + 200E WALTON. DE7-6344 


World famed hotels—tTeletype service—tTelevision 


SOUTH CAROLINA’S MOST POPULAR HOTEL 
FOR SALES MEETINGS AND CONVENTIONS 


Charleston's Only Waterfront Hotel 


Completely Air Conditioned 


SUPERIOR FACILITIES FOR MEETINGS 
GROUP DISCUSSIONS & ENTERTAINMENT 


Van Allen Bealer, Manager 
At The Foot Of King Street 


CHARLESTON, SOUTH CAROLINA 


we have engaged the grand ballroom 


of our citys main hotel, decorated it 


tastefully but not lavishly and 
checked regularly to see whether our 
people enjoyed, first of all, the set 
ting itself. If the guest doesn’t feel 


at home in his surroundings, he isn’t 


going to enjoy himself. 


Atmosphere Important 


lo us, atmosphere is of vital im 
portance. ‘he physical setting should 
be attractive, but a warm and friendly 


climate for the evening is even more 


important. We want our veteran 
guests to enjoy themselves. ‘Too, we 
want them to feel that we are honer- 
ing them. To help accomplish our 
two-fold objective, we invite wives 
(or husbands) of our club members 
to the dinner. We do not serve cock- 
tails, for we feel that—while some 
would enjoy them—others might not 
be accustomed to them. We have 
never found it necessary to serve them 
to “liven up” the party. 

Several attractive wives of 25-Year 
Club members greet guests as they 
come from the elevators. They pin 
small orchids on all the wives. Wives 


IN PICTURESQUE SANTA FE 


Meet at the center of the “most interest- 
ing hundred mile square in America” and 
enjoy the matehl iccommodations of 
one of the wo most charming hotels, 


| 1 Fonda provide a unique background 


PPURNACE CREEK 
INN 


for memorable meetings. Meeting rooms, 
banquet facilities, ideal year ’round cli- 
mate. Available for meetings of up to 300 
from after Labor Day to June 30, for 


smaller conferences year ‘round. 


IN DRAMATIC DEATH VALLEY 


Meet in the midst of scenic wonders—in 
an atmosphere both relaxed and luxuri- 
ous. Unsurpassed recreational facilities, 
ine luding swimming pool, tennis courts, 


nine-hole golf course, horseback riding 


and sightseeing trips. Furnace Creek Inn 
can accommodate groups up to 175 dur- 
ing November, December and January. 
Smaller conferences November 1 to 
May 1. 


DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 


La Fonda, Santa Fe, N. M. Accommoda- 
tions for groups up to 300 after Labor Day to 
June 30. Write Manager W.G. Parker. Phone 
15511, Teletype: SANTA FE, N. M. 5861 
Alvarado Hotel, Albuquerque, N. M. Ac- 
commodations for groups up to 150 all year 
Write Manager Ropmead W. Williams. 
Phone: 3.5571, Teletype: AQ 62 

Furnace Creek inn, Death Valley Na- 
tional Monument, California. Accom 
modations for groups up to 175 November 1 
to May 1. Write Manager, Fred W. Witteborg 
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or Fred Harvey Reservations Office, 530 W. 
6th Street, Los Angeles 14, Californie 
Phone: TRinity 8048, Teletype: LA 1465 


El Tovar Hotel, Bright Angel Lodge, 
Grand Canyon National Park, Arizona. 
Accommodations for groups up to 200 
October 1 to April 30. Write Manager, 
William W. Wallace. Phone: Grand Canyon 
40, Teletype: GRAND CANYON 3661 

Or contact Fred Harvey, 80 £. Jacksen Bivd., 
Chicago. Phone: HArrison 7-3489, Teletype 
CG 2462 


Haw 


HOTELS 


of the new members being taken into 
the Club, as well as the new female 
members of the Club, are given large, 
be-ribboned orchids so that they will 
be recognized quickly in the crowd. 
This enables officers of the company 
to identify them and welcome them 
individually, since they are “new- 
comers.” Inviting wives, we feel, has 
definitely helped us accomplish our 
two-fold obiective: first, the new 
member is made to feel more com- 
fortable, and second, his wife is on 
hand to witness his recognition. She 
takes as much pride in it as he does. 
She is also pleased with the tribute 
paid her as his helpmate during his 
years with the company. 


Few Include Wives 


If you do a survey job on 25-year 
club dinners, you will find that rela- 
tively few include the 
wives of employes, at their 25-year 
club dinner. This, to us at least, is 
a catastrophi From the 
beginning we have sent invitations to 
the homes which include wives (or 
the husbands of 
We know from observation and ex- 
perience that these affairs are looked 
forward to with relish by the women. 


conipanies 
oversight. 


female employes). 


Meeting Space for 2600 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces tor 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Groun 


Largest Hotel in Atlanta 


‘ {ilanta 


billmore - 
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We fully recognize that the “‘little 
woman” is often the greatest single 
influence for keeping her husband 
steadily at work, and that if a family 
hasn’t loyalty to a company, no com- 
pany loyalty really exists. Wives of 
members (and particularly wives of 
new incoming members) are our 
Roper royalty. In addition to the 
orchid given each wife at the end of 
the ceremonies the floral table decora- 
tions are drawn for and the lucky 
wife winner at each of the several 
tables proudly carries her flowers 
home. 


Face Older Members 


New members and their wives are 
seated at a long table in front of— 
and at a slightly lower level than— 
the speaker’s table. ‘That way they 
face the older members who are seated 
at round tables which accommodate 
eight—a company official, his wife, 
three members and their wives. 

Many a quarter century club meet- 
ing has fallen flat because of the plat- 
form incompetence of the master-of- 
ceremonies. Roper itself 
fortunate in having, as its perennial 
chairman, E. Carl Sorby, vice-presi- 
dent in charge of public relations. 


considers 


all = f r * 


INFORMATIVE BOOK ON HOTEL LUCERNE 


*Travel Reward Incentive Plan © 


Just off the press! Your complete guide to a 
successful Incentive Campaign .. . to put new 
spirit into salesmen . . . stimulate sales . 
boost production . . . improve morale. It's the 
plan offering the one award that every sales 
man will go all out to win...a glamorous extra 
vacation at the magnificent Lucerne. Prepared 
by the Lucerne’s experienced incentive experts. 
It covers custom planning, contest operation, 
promotion, scheduling, and pricing the program 
_ to fit your budget. 


it's yours FREE of charge... 
Contact Mr. TED GREY, 
Director of Sales 


eacerhe 


A FULL BLOCK ON THE OCEAN 
4let to 42nd Sts. + MIAMI BEACH, FLORIDA 
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He is active in association work in 
the gas and gas appliance industry 
and is much in demand as a speaker 
in outside fields as well. He has the 
advantage of knowing virtually all 
employes by name, and knowing some- 
thing about each. He is a polished 
performer on the platform, charming 
his audience, and he leads the com- 
munity singing. Under such direction 
no dinner could fail. 

One of Sorby’s effective techniques 

-admittedly not original but highly 
productive of good fellowship in 
volves the strolling musicians’ group. 
We engage a professional trio, who 


move affably among the tables, play 
ing tunes of the members’ choice. 


Varied Tastes 


To create the proper atmosphere, 
we consider it important to bear in 
mind the varied tastes of the guests. 
Some are elderly; others, who started 
with the company, are still 
We have several nationality 
groups. We have executive members 
and working men from the shop 
What appeals to one will not always 
appeal to the other so the program 


young 
young. 
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Big enough to service you... small enough to care. 


Seen by more than '/2 million visitors . . 


BROKE ALL ATTENDANCE RECORDS TO DATE 


At Investment Center in Grand Central Terminal 


Designed and Produced by STRUCTURAL DISPLAY CO., INC. 


. counted electronically. 


Featured new approach and unusual display technique. 
Keeping old customers and making new friends 
for a distinguished list of clients has been 


our privilege for many years. 


STRUCTURAL DISPLAY CO., INC. 


19.19 24th Ave., L.LC., N. Y. 
Astoria 4-1136 
3 West Gilat St., N.Y.C. 
Circle 7-0212 


83-50 Van Buren Drive, Pittsburgh, Pa. 


Forest 4-6986 


EXHIBITS « SALES AIDS « DIORAMAS « MODELS « TRADE SHOWS 


WHEN A MODEL REPRESENTS A 
CERTAIN COMPANY SHE /S THAT 
COMPANY IN THE PUBLIC MIND: 


USE 


NANCY 
SIMPSON 
MODELS 


OUTSTANDING FOR 
PROFESSIONAL QUALITY, 
CHARM, REFINEMENT 


64 W. RANDOLPH 
CHICAGO 1, ILL. 
ANdover 3-1856 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HoTEL 


HOTEL 
HERATON-( ,1BSON 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Monager 
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is balanced, 

This is reflected most sharply, I 
think, in the selection of our speak- 
ers. These are always outsiders. 
They are chosen for the interest of 
their subject, their own reputations 
as speakers, and the difference in 
theme from the year before. One 
year we had Col. John Slezak, for- 
Undersecretary of the Army, 
who talked on the im- 
portance of being an American. A 
native Czech, he has registered a re- 
markable success in business and -in- 
dustry, and his remarks—addressed 
to many of foreign extraction—had 
deep personal meaning. 


mer 
seriously 


Speeches Vary 


Fred Smith, business executive now 
turned consultant, talked on the art 
of getting along with people. It was 
a light brisk talk that cheered as it 
instructed. Another year, with change 
of pace in mind, we brought to the 
25-Year Club rostrum Guy Banister, 
then chief of the Federal Bureau of 
Investigation in Chicago. He talked 
about responsibility, juvenile 
delinquency and—of course—preven- 
tion of crime. 

Last year, still in a change-of-pace 
mood, we invited Norma Lee Brown- 
ing, well-known roving reporter of 
The Chicago Tribune, who recited 
her experiences in exposing the prac- 
tices of quack doctors, dope addicts 
and other specimens of human flotsam 
Browning newspaper 


civic 


embraced in 
coverage. 

In 1957, we believe our 25-Year 
Club hit upon a unique form of pres- 
entation which possibly deserves a 
somewhat fuller description than the 
other programs. Theme of the talk 
this year was “Behind the Scenes in 
Television,” and the program was of- 
fered by Mel Galliart, a veteran of 
both radio and ‘TV, affliated with 
WBBM-TY, Columbia Broadcasting 


System afhliate, in Chicago. 
Amusing Sidelights 


After Galliart had recited some 
amusing sidelights of life in the tele- 
vision trade, he broke his presenta- 
tion into three fascinating parts. First 
he described the making of a tele- 
vision commercial, and then proceeded 
to deliver one. It was based on a de- 
in the Roper gas range 
which we manufacture. 

He next the television 
“gossip columnist” and then under- 
took a script, previously prepared of 
course, which included some amusing 
news item about every one of the 
hundred-odd members of the 25-Year 


velopment 


disc ussed 


Eagles Mere 


.. . for informal yet produc- 
tive meetings of groups up 
to 400. Secluded, yet easy to 
reach, this famous resort 
nestles 2200 feet high in the 
Allegheny mountains over- 
looking the Lake of the Ea- 
gles in all its scenic splendor. 
Excellent accommodations, 
18 hole golf course, a full 
program of outdoor fun, gay 
gatherings in cocktail lounge 
plus superb meals make ev- 
ery day a success. 


Write today for descriptive 
literature and information... 
Henry E. Kirk, Jr., Manager 


THE 


Lakeside 


EAGLES MERE, PENNA. 


Season—June to September 
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OUR ORGANIZING FOLIOS CAN HELP 
IN PLANNING YOUR CONVENTION 


To assist with your plans we offer The 
HOTEL DENNIS “Call to Convention” 
organizing brochure. Separate folios on 
rooms, private meetings, dining and 
exhibit requisites, entertainment, mis- 
cellaneous features. Ample space for 
notes and records, plus a coordination 
folio for the convention chairman. 


The DENNIS proudly esc 
of Atlantic City's newest convention facilities, 
accommodating up to 800. 


Atl DENNIS 


Boardwalk at Michigan Avenue 


ATLANTIC CITY 4-8111 
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Club. Thus, we accomplished a de 
gree of recognition for our members 
which we had been seeking for a long 
time. 

Galliart at this point borrowed 
cue from the television quiz. He 
staged a quiz of his own involving 
four panelists representing shop and 
office. All questions were based on 
the history and personnel of the club 
itself, and the winner received a sil 
ver dollar as her reward. 


Dollar is Symbolic 


The silver dollar is somewhat sym 
bolic of Roper’s 25-Year Club. It is 
used in an unusual ceremony pe 
formed by our président, Stanley H. 
Hobson, each year. Following the 
guest speaker's talk, the incoming 
group of members is welcomed by 
Hobson and then he personally gives 
to each member a bag containing 25 
silver dollars, along with his certifi 
cate of membership. From time to 
time we have considered the prac 
ticability of substituting a watch or 
pin for the silver dollars, but the pro- 
tests are immediate and violent. 

Here at Roper we feel, perhaps a 
bit grimly, that before a company has 
a really successful meeting, it must 
have survived one or two mediocre 
ones. “Bugs” must be worked out, 
and there are many details that need 
attention at every such gathering. 

Plenty of advance planning is ac- 
cordingly important. We work at 
Roper on the committee basis, with 
members and the club president hav- 
ing definite assignments. The com- 
mittee meets to review progress and 
to draw strings togethe prior to the 
dinner. 


Important Details 


What are some of the ‘details’ 
which seem so small yet, when things 
go wrong, loom so large? Here are 
a few: 

Speaker's microphone: Is it prop 
erly positioned and is it working? 
What are we going to do if some 
thing suddenly goes wrong with the 
apparatus? Can the speaker be heard 
without it and from what spot are 
accoustics best ? 

Food and service: Is the food 
plentiful and are we assured that the 
service will be prompt? We work 
with the catering manager to make 
sure that we ourselves are cooperating 
completely. 

Handling of quest speaker: Have 
arrangements been made? Will he 
meet, without delay or inconvenience 
company officials? Will he be avail 
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WE SPECIALIZE — 
in just one commodity— 


PERSONALIZED 
SHOWMANSHIP. .. 


. the kind of showman- 
ship which produces 
greater salesmanship for 
you. Our SCRIPTS, DI 
RECTION, and PRO 
DUCTION SERVICES 
assist you to infuse your 
meetings, conventions, 
new product showings 
and advertising with 
greater impact, meaning 
and accomplishment. 

. We are continuously 
serving numerous ha 
tional associations, in 
dustrial organizations, 
advertisers, and adver 
tising agencies with sig 
nal success. 

. Our clients tell us we 
possess an exceptional 
ability to get their ideas 
across, while preserving 
their individual identity 
at the same time. 


. DRAMATIZED MEETINGS 
NEW PRODUCT SHOWINGS 
CONVENTION STAGING 
CLOSED CIRCUIT TV 
SLIDE FILMS 
MOTION PICTURES 
TELEVISION COMMERCIALS 
RECORDINGS 


ALAN M. FISHBURN 


Productions 


333 North Michigan Avenue 
Chicago 1, Illinois 
j DEarborn 2-0657 
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Your Voit withe the Plott 
on the MISSI IPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST'S FINEST HOTEL 
FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 
Everything under one roof-——meeting rooms for small, 
Regional or large National groups, banquet and 
dining facilities. Beach—swimming pool-——private 14 
hole championship golf-course—dancing—planned en 
tertainment. We specialize in personalized attention! 
Inquiries appreciated and promptly handled. . 


Write: A.P. SHOEMAKER Jr, General Manager 
N. MEISNER, Sales ond Convention Manoger 


wich 


73 


ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


AdaveTlES 


fires-up sales and dealer prog: 
conventions! for txecuti 


Volved a 
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Dealers 


“Adver TIES’ WILL BE SPECIALLY MADE to 

faithfully reproduce your Trade Mark, Slogan, or 

your Product . Many progressive-minded con- 

National and International, are requiar 
Adver TIES". 


certs, 
users of 


This high-grade neckwear is de- 
signed to your egocine needs on 
Requiar or Bow Ties—styled with 
‘dignity’ of with the ‘unusual’ 
touch HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program convention, new 
product, or any special event 


Write TODAY for details. Fur- 
nish ad samples and give esti- 
mated quantity 


AMERICAN 


Dept. 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


18aDt mane 


America’s 
mort distinguished 


resort and spa 


The Homestead’s 17,000-acre estate in 


the Virginia Alleghanies is one of the 
most delightful vacation resorts any 
where in the world, Superb facilities for 
goll, swimming and other sports, W rite 


for tolder 


Group Meetings 


AND COTTAGES ~ 
Hot Springs, Virgini¢ 
Chicage 


Cleveland. Respect |-7827 New York Cirole7-6040 
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NECKWEAR eee. co. 


MOhawk 4-5100 Washington er A 


able to meet and visit with members 


who might like to visit with him, as. 


well as the press? 

Press relations: Is the event being 
covered? Not every 25- Year Club 
event is of interest to the press, but 
in a small or medium-sized com- 
munity it is. We send releases to the 
press, radio and local TV stations in 
advance and follow it up with news 
summaries and photographs, and per- 
sonal appearances upon request. 

Member reaction: Have we ascer- 
tained what the guests themselves 
think of the program, the food, the 
speaker? We conduct an immediate 
spot check of membership through 
the committee to see how well we 
have done. Good suggestions we file 
away, for guidance the following 
year. 

Are there other memory - joggers 
worth listing? Here are a few more: 
Is the program in hand and will it 
be ready in time? Are the names in 
the printed program all spelled cor- 
rectly, and was anyone overlooked? 
Have flowers been ordered and deco- 
rations arranged for? Have suitable 
arrangements been made for trans- 
portation of elderly members without 
How are parking arrange- 
ments? Do guests know where rest 
rooms are located? Have plans been 
made for greeting guests on arrival, 
or must they stand helplessly around 
waiting to be noticed? Has the mas- 
ter-of-ceremonies planned an “up 
beat” finale, so that people go away 
happy? Is the program too long; too 
short? What replacements have 
been provided in case key people fail 
to show up? 

No reader of this publication need 
be reminded that the successful meet 
ing is the planned meeting. Success- 
ful conferences do not come off by 
accident; they are successful because 
they are planned, designed, built and 
re-built. Affairs for employes are sub- 
ject to the same checks and balances: 
‘To make them memorable, somebody 
must 
work. 

In the field of the quarter century 
club, where it is the sponsor’s privi- 
lege to honor the loyal, rewards are 
considerable. ‘They come back in 
rich and gratifying abundance, in 
terms of laughter and applause of 
happy people. The End 


cars? 


roll up his sleeves and go to 


HAROLD FIELDS & ASSOCIATES 
Stenotype Convention Reporters 


Miami: Biscayne Buildi 
” FR 3-0645 
Miami Beach: 1461 Drexel Ave. 
JE 1-9188 


Sanctioned by Miami Beach Convention Bureau 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Orum Room & bar featuring famous cuisine and 
entertainment 


@ Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium. 
Garage & parking facilities adjocent. 


© for illustrated brochure write: 
Convention & Catering Dept. 


HOTEL » 
resident 
14th & Baltimore @ Kansas City, Mo. 


LEEEEEERELEEEEEEEEEELE SEES 
New Hampshire's 


Most Distinguished 
Convention Hotel 


Sunset Hill House 


Sugar Hills New. Hampshire 


Looking for something new? Sunset's 1,000 
acre estate in the center of the White 
Mountains is your answer to a perfect meet- 
ing place. 


Check These Features 


@ Free golf—S hole sporty course 
@ Five meeting rooms 

® Cocktail Lounge, Delicious Food 
@ Capacity 350 

@ Cheerful friendly hospitality 

@ Convenient transportation 


Season—June, September and October 
WRITE today for complete convention folder. 
Warren R. Swift, President 
Sunset Hill House Sugeor Hill, N. H. 
a he i a i ee ee el 
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Sightless Delegates: 
Challenge to Hotel Staff 


Hotel employes trained in do's and don'ts for handling 
convention of 800 blind delegates. Special rules set up for 
each department to prevent accidents or embarrassment. 


Physical arrangement problems are 
sufficiently numerous for a conven- 
tion of 800 people. Imagine then the 
extra problems when those 800 dele- 
gates are without sight. 

Such a convention of sightless dele- 
gates was held in July at La Salle 
Hotel, Chicago, when American As- 
sociation of Workers for the Blind 
met. Most of the delegates were 
either totally or legally blind. Some 
were both blind and deaf. Only a 
few had seeing-eye guide dogs or 
constant companions. 

All of them were living in strange 
rooms, eating in unfamiliar places, 
riding fast elevators, coming across 
unexpected flights of stairs, being in- 
troduced to myriad strangers and 
hearing a succession of unknown 
voices in the dark, all wanting to 
help. 

Be eyes as well as helping hands 
was the La Salle Hotel’s keynote of 
policy for its employes. 

To implement this hypersensitive 
kind of guest relations, the La Salle’s 
executive staff, headed by President 
Roy Steffen, General Manager A. M. 
Quarles and Sales Director M. P. 
Mathewson consulted with Chicago 
leaders in blind welfare and associ- 
ation heads elsewhere in the country. 

Three weeks prior to the opening 
of the meeting, department heads and 
representatives, from the hotel’s back 
stage to front desk, met with Holland 
Horton, president, Illinois Association 
of Workers for the Blind. His out- 
line of both general and specific do’s 
and dont’s for helping the sightless 
provided the framework for a new 
kind of employe responsibility. ‘To 
those with average vision, it was very 
close to courtesy in reverse. Safety 
and personal embarrassment were fac- 
tors as important as specific directions 
and guidance. 

From this meeting was developed 
the master plan of instruction that 
went to each of the LaSalle’s 700 
employes for thorough study and 
practice. 


1957 
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General cautions for employes were 
many. Some pointers were: 

Don’t talk to a blind person as 
though he were deaf; the fact that 
he cannot see does not indicate he 
cannot hear well. Don’t address a 
blind person through his companion. 
For example, don’t ask his companion 
if the blind person wishes sugar in 
his coffee. Don’t fail to inform the 
blind person where the speaker's plat- 
form is located at public gatherings 
when a public address system is used. 
This will enable him to face the 
speaker rather than, much to his em- 
barrassment, the nearest amplifier. 

Housekeeping staff of the hotel was 
alerted to these contingencies: 

Don’t think it unusual when a 
blind person asks for the location of 
the electric light switch. Often, this 
helps him to provide light for others. 

Don’t fail to speak, if only a word, 
on entering a room in which there 
is a blind person; it announces your 
presence and helps him to identify 
you. Don’t leave a blind person afte: 
conversing with him unless you advise 
him that you are leaving. 

Don’t leave any unusual objects in 
a passageway or other place where 
blind people are in the habit of walk- 
ing, such as carts, brooms or buckets. 
Don’t displace objects in a blind per- 
son’s room. This applies to the fur- 
niture as well. Don’t leave a door 
ajar where there is a blind person. 
Always keep it closed or wide open; 
a half opened door is the most danger- 
ous obstacle blind people encounter. 

Brunt of heavier service and more 
personalized attention fell to employes 
in dining rooms. Their responsibility 
of easing the difficulties of dining 
that most plague the blind were under- 
scored with the following: 

Average blind person needs to be 
told the location of foods and plates. 
Most capable blind people are quite 
able to manage the eating problem 
except when it comes to cutting their 
meat, which is often a major problem 
when you are sightless. It is helpful 


Are your conventions 
"at home" 
too conventional? 


It takes no more time 
or money to have an 
overseas convention 
by air... am 


for full information write 
Henry W. Beardsley 

Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AMERICAN 


World's Most 
Experienced Airline 


v DISPLAYS 
of PRESENTATIONS 
ov EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 
(Satisfaction Guaranteed) 
[] Puorocrarny 
Giant Prints 
Cutouts 
Translites 
Photomurals 
Copy Photos 
() OrrseT Printine 
Color Litho 
Planography 
() PHorostats 
Enlargements 
Reductions 
Perspectives 
True Tone 
RCS delivers Top Quality 
reproduction, FAST service, 
at reasonable prices 


: FREE! Clip this Ad! 7 
' Attach to your letterheed, and new price | 
: lists will be rushed to you, with booklets . 
| “How to Use Reprints’. "Make Mine King 


ot en ee oe 
17) H WACRED OOTVE «=CONCASO KR EA. 8 PHOHE ST 20977 
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observant and 
notices when a blind person has ap- 
parently overlooked some item of the 
meal which has been placed on the 
table. Incidentally, it is a good idea 
for the waiter when he brings some- 
thing to the table to explain, “Here 
is your milk,” etc. With a little prac 
tice it is easy for a skillful person to 
be quite helpful and still not give the 
blind person the feeling that he is 
incapable, 

Most dificult service of all, how 
ever, was resisting the impulse to pet 
a blind person’s dog. La Salle Hotel’s 
strict orders were hands off. Some 
dogs when in harness have a highly 


when a waiter is 


developed sense of protection which 
causes them to resent anything they 
feel interferes with themselves or 
their masters. 

That blind people may cause emo- 
tional reactions in those who have 
their eyesight was an intangible point 
of concern to La Salle management, 
particularly public relations depart- 
ment. 

Arthur L. Voorhees, rehabilitation 
specialist for Office of Vocational Re- 
habilitation, Washington, D. C., 
says, “We are not self-conscious 
about our blindness but other people 
are.” 

Yet, whatever initial hesitancy em- 


Covubtct fouilableMa Clage 


Now you can add an expert to your staff to handle one of your 


important problems . . 


. at no cost to you. 


The problem of finding the right location for those important sales 


meetings or other group functions can be handled by one of the 


country’s most qualified and respected hotel experts. He directs 


a staff of specialists trained to find exactly the facilities you need. 


Howarp F. DucaNn knows sales, knows hotels, and knows what 
meeting planners need. His organization is geared to give you im- 


mediate and personal attention for all your meeting-site problems. 


HOW CAN IT BE DONE FREE? 


You pay nothing. Howarp F. Ducan, 1Nc., works with the finest 
hotels to get the best possible facilities at the most reasonable 


cost. You will probably pay less if you take advantage of the 
services of Howarp F. Ducan, Inc. 


Try this service next time you plan a meeting. A letter or call 


will secure the services of a hotel-facilities expert...No obligation 


and never at any cost to you! 


IN NEW YORK 
230 Park Avenue 
MUrray Hill 4-0004 
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IN CHICAGO 
77 West Washington Street 
CEntral 6-3446 


For Information 
and Reservations 
write or call 
any of our offices 


SALES CONSULTANTS 


IN WASHINGTON, D.C. 
927 15th Street, N. W. 
District 7-1188 


ployes, public and press might have 
had in getting acquainted with the 
visiting blind was well controlled and 
certainly quickly dispelled. 

Organization of press coverage by 
La Salle’s public relations director 
began with a general release on the 
hotel’s extensive training program 
and preparations for the meeting. 
This went out June 17 to wire serv- 
ices, local city desks, trade press, 
radio and T'V news editors, commen- 
tators and magazines. 

Exclusive items for local column- 
ists were planted early because of the 
intervening July 4th holiday. 
Woman's angle was pre-covered by 
interviews with outstanding local 
workers for the blind who were also 
visually handicapped, written, of 
course, by La Salle’s public relations. 
Ideas and suggested story slants were 
organized. (uotes were collected, 
such as: Ralph R. Ireland, executive 
director, Chicago Lighthouse for the 
Blind, once totally blind himself, 
says the attitude to remember is not 
that the blind can’t see but that “they 
don’t see so good.” 

A few ticklish problems arose in 
servicing the Advance ab- 
stracts and papers—speeches from the 
blind were hard to come by. 
Braille notes were of no help. Many 


press. 


We're proud of our reputation for hav- 
ing served successful meetings of all 
sizes. Complete convention facilities. 


Now building large motor hotel addi- 
tea with sudiorium and exhibit ares 
& © sccommodate well over 1,000 people. 
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sessions were so highly technical it 
was difficult to pinpoint a newsworthy 
angle for the lay public. 

In these situations La Salle’s pub- 
lic relations recommended other hu- 
man interest aspects to keep the meet- 
ing in the papers daily. 

La Salle’s sales department closely 
worked with the host committee in 
planning and executing all arrange- 
ments. Registration was handled with 
a minimum of confusion. Entertain- 
ment went beyond the usual break- 
fasts, receptions and banquets to in- 
clude a private night club at the hotel 
with floor show and musical diver- 
tissements. ‘Three sightseeing tours 
of Chicago landmarks were sched- 
uled. Boat rides were enjoyed. ‘Those 
members who belong to Lions and 
Rotary caught local luncheon meet- 
ings. 

Displays were shown to the blind’s 
advantage. Exhibited products in- 
cluded alarm clocks for those both 
blind and deaf (an electrical contrap- 
tion placed under the mattress, which 
sounds its alarm by vibrating the 
bed), slide rules with calibrations in 
braille, a new type of single lens glass 
capable of magnifying print 25 times, 


yYOu’LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY. 
DAYTONA 


BEACH 


* Convention Planning “Know How.” 
*% Tropical Resort Relaxation. 

*% Hotels and Apartments for 40,000, 
*% Meeting Rooms for 50 to 1000. 


* Air-conditioned Auditorium Seating 
2,500... With Exhibit Space. 


DAYTOWA BEACH RECREATIONAL AREA 
ORMOND BEACH ~ HOLLY HILL 
SOUTH DAYTONA - PORT ORANGE 


ec-?—e— WRITERS =) 


1 CONVENTION BUREAU 
j CHAMBER OF COMMERCE 
H DAYTONA BEACH, FLORIDA 
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braille playing cards and games, gas 
stove lighters, braille tape measures, 
needle-threaders, writing guides, 
tools, handcrafts of leather and 
weaving. 

No physical accidents of any kind 
were reported at this convention. 
Boy Scouts and Sea Scouts were sta 
tioned on every floor near elevators 
and a number in the lobby. 

Chief security officer constantly 
marveled that “the blind aren't any 
trouble at all.” 

Far from being depressing, 800 
blind men and women of all ages go- 
ing about their own business and the 
business of humanitarianism were a 


SALES PROMOTION 


reassuring visual sermon. ‘There was 
no mistaking their prevailing pride in 
self-reliance. High spirits and the ap 
preciation of the lighter side of their 
sightless life went hand in hand with 
serious business of the hour. 

“Give me five” was a greeting fre- 
quently heard around the La Salle 
the invitation to shake hands. 

General Manager A. M. Quarles 
says that “the inspirational impact of 
this meeting will be remembered for 
a long time to come. All of us will 
be that more conscious of our respon- 
sibility to each other.” 

It was the eye-opener of hotel hos- 
pitality at its greatest test. The End 


But—good as it was 


“One-Stop” Service 


One way a smart sales promotion man can handle any display 
or show is to take advantage of “‘One-Stop’’ Service. This 
simply means calling us and having our specialists take over 
every phase of your display requirements. We take pride 
in our creative men, designers and erection staffs. And 
in 20 years we have never missed delivering on schedule! 


If you like original, effective displays delivered 
most important 
WITHIN YOUR BUDGET limitations, without 
hidden costs, you'll be happy you investigated 
our “One-Stop” Service. Call us soon. 


and erected on schedule and 


Display and Exhibit Specialties Company 
1014 Lynn, Detroit 11, Michigan 


here’s one sales promotion man who's 
not in the mood to take bows for his company’s display. The 
planning, designing, building, erection and all the other 
details have taken everything out of him. And the budget! 
He’s way over that and half the bills aren’t in yet. Congratu- 
lations may be in order but not from the boss. 
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Telephone TUlsa 3-0602 


DINKLER IS 
CONVENTION- 


CONSCIOUS 


More than two years of extensive work 
and the expenditure of over a million 
dollars have provided Dinkler Hotels 
with the most advanced, ultra modern 
convention facilities in the South. All 
technical equipment, the latest audio 
and visual devices, excellent lighting, 
giant ballrooms that sub-divide to 
allow for groups of various sizes, new 
restaurants, completely redecorated 
guest rooms, 100% air-conditioning 
and ample parking are among the many 
features that have placed Dinkler first 
for conventions in Dixie. 


JEFFERSON DAVIS 
MONTGOMERY 


DINKLER- 


ANDREW JACKSON 
NASHVILLE 


ST. CHARLES 
NEW ORLEANS 


DINRLER HoTE 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


MR. CARLING DINKLER, JR. 
CORP 


ATLANTA 1, GEORGIA 


Please send me your complete brochure on 
Dinkler Convention facilities in the South. 


a 


Address. 


Salesmen Do the Talking 
—And Train Each Other 


Company keeps files of recordings made during meetings; 


checks them for new ideas from salesmen. Company even 


lets salesmen debate company policy at this do-it-yourself 


sales meeting where salesmen make the major presentations. 


Why frustrate salesmen, whose 
forte is talking, with sales training 
meetings organized for listening? Put 
the salesmen in the act, with speaking 
roles, and they'll train each other! 

Here’s a way to insure the effec- 
tiveness of sales meetings, which must 
depend audience receptivity. 
Amazing programs can be 
to intrigue captive salesman audiences, 
but why neglect the one subject in 
Ww hic h salesmen have a major interest 
—themsel ves ? 

Audience participation programs 
virtually guarantee attention and re 
ceptivity. By 
the act and talking about themselves, 
their abilities, methods and problems, 
this do-it-yourself technique makes 
good use of group talent and experi- 


upon 
designed 


getting salesmen into 


ence. 

Salesmen tend to resist and resent 
ideas, instruc- 
tions and policies. Diplomatic and 
practical do-it-yourself approach is to 


spoon-fed, pep-talked 


use audience parti ipation features, 


such as: 
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Benefits When 
Salesmen 
Do-It-Themselves 


. Better Morale 
. Planned Selling 
. Productive Use of Selling Time 


Broader Territorial Coverage 
Increased Product Knowledge 


. Profitable Use of Sales 


Experience 


. Improved Reporting 
. Application of Proved Sales 


Methods 


. Reduced Selling Costs 


Pe 


Questions and Answers 
Forums 

Debates 

Demonstrations 

What's Your Problem? 
Group Sessions 
Brainstorming 


TELEPHONE SELLING technique is demonstrated by well-rehearsed team of volunteers 
and relayed to salesmen in the audience via a special loud speaker hookup to phone. 


City lone____ Stote. 
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Organizing sales meetings for audi- 
ence participation isn’t easy. Yet the 
technique, as applied by Handy & 
Harman, of New York City, pro- 
duces both for company and salesmen 
benefits well worth the time, effort 
and forethought. H&H sees nine net 
gains, as listed above. Long-time bene- 
fits are more difficult to evaluate, but 
they include the favorable reactions 
of salesmen and long-range improve- 
ment in their operations. H&H sees 
growth in better understanding of the 
sales job, smarter versatility in selling, 
better and faster sales thinking. 

No special circumstances attend 
this company’s use of the audience 
participation technique, nor are its 
sales problems unique. For years 
H&H has sold precious metals and 
materials directly to the arts trade in 
an established market. Now the com- 
pany sells also similar metals and 
their applications through distributors 
in a broad industrial field, a pioneer- 
ing and growth operation. 

H&H _ industrial salesmen sell not 
only products and services, but new 
concepts of joining, such as brazing, 
which reduce design costs, simplify 
and accelerate product fabrication. 
Both arts and industrial salesmen 
must have comprehensive technical 
knowledge of their fields, but the 
company insists that the techniques 
for selling are needed by both. 

This company views sales meetings 
as a production operation. Major 
end-products are better salesmen and 
bigger sales. Those are merely two 
of many potentialities. By tape-re- 
cording the meetings and indexing the 
records for future reference and use, 
the company’s sales management has 
always on tap a fund of practical sales 
knowledge. 


Gauge Success 


These records are used to gauge the 
success of sales policies, to evaluate 
the selling ability of various individ- 
ual salesmen, to measure progress 
including that of the sales-training 
program and the meetings — and to 
help to solve sales problems in sales 
districts. They have been found to 
be particularly valuable as aids to 
future planning. 

H&H organizes the sales meetings 
with the cooperation of all depart- 
ments-—Sales, Sales Training, Metal- 
lurgical and Research, Production, 
Engineering and Advertising and 
Publicity. Major responsibility natu- 
rally falls on Sales Training. Other 
departments participate in planning 
so that their practical thinking can be 
incorporated in the scheduled discus- 
sion, debate, forum, demonstration, 
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ATLANTIC CITY'S FOREMOST LUXURY HOTEL 


SHELBURNE sss’ f 


Offering the FINEST CONVENTION and BANQUET FACILITIES 
ANYWHERE! NEW! GRAND BALLROOM .- KERRY HALL - 
EXHIBIT AREA - AIR CONDITIONED 


© Every Mechanical and Electrical Utility. *« Complete Projection 
and P.A, Systems. * Seating Capacity 1000, Banquet 600. + Closed 
Circuit TV and Radio and Versatile Lighting. * 10 Magnificent 
Meeting Rooms. 

DECOR BY DOROTHY DRAPER 


Luxurious guest rooms — many air conditioned. Vetovieion available. 
ne suites. pte a py -- cul .~ on 
Unexce' » poreenae service, long a urne tradition. 
Write for complete details 


MARCUS FORD, Sales Mgr. 
io New Yerk Phone REctor 2-6586 


EVERYTHING 


So your carefree pleasure and comfort 


THE BRITISH COLONIAL HOTEL 
Nassau @ Bahamas 


Now This World Renowned Hotel Offers Its Spa- 
cious Tropical Grounds, Finely Appointed Accom- 
modations and Unrivaled Recreational Facilities 
for Group Meetings and Conventions 


G 
Come to Nassau—“The Isle of June” 4 : 
! ritish 


For detailed information write 


E. Stuart Sharpe, Director of Sales 


NASSAU, BAHAMAS 


Cable: BRITCOI NASSAU+ BAHAMAS 


Fred A Muller, General 


Manage 


CONVENTION HARMONY 


faba Specialty! 


Efficient supervision and assistance, harmoniously combined with 
adequate, modern meeting rooms and complete facilities make 
conventions at the Claridge a SYMPHONY OF SUCCESS. 
oe and banquet facilities for groups from 10 to 1,000, 


Write for Convention brochure and floor plans. 
Contact: 


HOTEL CLARIDGE, memenis “oon 


109% Ale Conditioned + 400 Guest Rooms © 


r 


Nevadas COMPLETE Resort Hotel! 


* GOLF! 
* SWIMMING! 
* HEALTH CLUB! 


* 400 deluxe 
rooms & suites 


* SPECTACULAR 
FLOORSHOWS! 


*’ Round the clock 
beverage and 
food service 


a Wilbur Clarkes. : 
DESERT INN 


& COUNTRY CLUB 


las Vegas, Nevada, 


< 
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LOOKING 
FOR A NEW 


CONVENTION 


A GAY 
COLORFUL 


HAWAIIAN PARTY 


1S THE ANSWER 


Make Aloha Night the outstanding party 
of the year-lush hawaiian flowers--exquisite 
aloha shirts—lovely hula girls and native 
musicians. Send for free information on how to 
run a Hawaiian Party at your next convention 
Our Hawaiian Service Division can supply you with 
everything you need anywhere in the U.S. or Canada 


ORCHIDS OF HAWAII, INC. 
National Sales Office: 
305 SEVENTH AVENUE + NEW YORK 1, N. Y. 
Dept. 5M + Telephene ORegon 5-6500 


Washington's 
Largest Downtown Ballroom 


is now re-opened! 


In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar Facilities have 
been modernized and expanded. New 
adjacent garage Facilities are available 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write For com- 
plete convention informations 


Richard H. Nosh 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 


AM ABBELL HOTEL 


“The 
CUILLARD 


Woshinqteu Dc. 


14th Street and Pennsylvania Avenue, N. W 


brainstorming and other sessions. 

While H&H may not consciously 
have planned it so, participation of 
various departments in planning sales 
meetings works to make them more 
sales conscious. As a direct result, 
specialized appear more 
aware that selling is as much a part 
of the company business as that for 
which they are responsible. 


personnel 


The company holds national three- 
day sales meetings every other year. 
Regional and district meetings are 
held annually, or as needs require. 
Emphasis is placed at alternate meet- 
ings on technical subjects and selling 
methods. 

Programs open with the customary 
talks by company and departmental 
executives, but with these differences: 
Talks are brief. They incorporate the 
sales approach. While the talks cover 
business conditions, product research 
and development, new products, mar- 
kets and services and company adver- 
tising and publicity, these subjects are 
directly related to present and pros- 
pec tive selling. 

‘There are other speakers. One is 
the representative of a customer com- 
pany. He’s there to tell, briefly and 
plainly, what his company expects of 
salesmen. He describes how H&H 
salesmen look from behind his desk. 

His talk, like all others, concludes 
with questions and answers. Salesmen 
ask questions not only for purposes 
of understanding, but to ascertain 
exactly how what is said applies to 
their selling. It is often the case when 
a new product is announced that sales- 
men have their sales campaigns out- 
lined in their minds before the meet- 
ing ends. 

Other speakers are recognized and 
respec ted sales experts. Their oars are 
dipped, briefly and shallowly, into 
meeting waters to comment on sales 
methods and 
recommended by the salesmen. In the 
H&H presentations, they function as 


‘voi es of exper ience.”’ 


problem solutions as 


Additionally, they are available for 
personal talks with individual sales- 
men about the techniques of selling. 
In fact, the H&H meeting sessions 
customarily are followed by continu- 
ing talk and discussion among the 
salesmen. 

xcept for daily announcements, 
and the minimum of presiding neces- 
Sary to keep proc eedings on the beam, 
that sums up the listening. There- 


after, H&H 
completely wo! kshop. 


meeting programs go 

Demonstrations are used to teach 
new or better methods of selling, and 
Teams 
of salesmen, who volunteer for the 


to improve sales techniques. 
jobs and 


are given a month to pre- 
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The “New” 


STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 64 plus balcony and 
theatrical stage, |5 x 24. Seats 500 

Maxwell Room: 65 x 80. Banquet and dining 
tacilities for 450. PA system, stage, service bar. 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: 40 «x 40. Seats |40. 

Pinon Room: 40 x 27. Seats 140 
Spundup Room: {7 «x 40. Seats 100 
Maonor West Lounge: 32 « 32. Seats |40 
Monor East Lounge: 32 x 32. Seats |40 
Ranch Room: 32 « 25. Seats 100 


“Extras” Included in American Pian 


Square dancing . . . chuck wagon dinners . . 

ladies luncheons . . . poo _ swimming... 

nightly entertainment and dancing . . . admis- 

sion to world famous Lariat Lounge. . . croquet 
. , horseshoes . . . putting . . . tennis. . 

children's playground with supervision . . . ping 

pong . bilitards ... bingo .. . card games 
. fashion , 


Horseback riding, tours of National Park, golf, 
poating and fishing available at reasonable rates. 


Estes Park ‘Phone 23 
Chicago ‘Phone MOhawk 4-5100 
Teletype No. CG-i264 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
in June, late August or September 

In the pine-scented Laurentians 
overlooking the St. Lawrence ; 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine 

Write for detailed Convention 

brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada, 
A DIVISION OF CANADA STEAMSHIP Lings 
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pare, play their parts before a highly 
vocal audience. 

Recent H&H demonstrations of 
telephone selling, for instance, were 
facilitated by loudspeaker hookups. 
Salesmen got impressive lessons in 
how to achieve more effective cover 
age of territories, to reduce the num 
ber of abortive sales calls and to im 
prove customer relations. Without 
being told they learned the necessity 
of planning telephone sales talks so 
as to make the most of time and op 
portunities and, especially, to gain 
some specific objective during the first 
30 seconds. 

Subsequent criticism of the skit de 
veloped the need for quicker thinking 
and faster grasping of opportunities 
to make appointments, to sell or to 
provide services, 

Forum sessions give salesmen prac 
tice in the preparation and delivery 
ot subject matter before a critical 
group under competitive conditions. 
Basic objectives here are to train sales 
men to think and to talk on their 
feet, and to develop the ability to put 
both sales talks and product informa 
tion in the effective form and words 
which produce favorable results, 

For these sessions, individual sales 
men volunteer to prepare and make 
five-minute presentations on sales 
methods which they have tried and 
can recommend, They have to explain 
in detail—even defend—any portion 
of the presentation which confuses or 
arouses the critical audience. It is 
often the case that salesmen who have 
developed procedures yielding out 
standing results will benefit their fel 
lows by passing on the ideas and 
methods. Yet, again, presentations 
may arouse criti ism and lead to dis 
cussion and subsequent improvement. 

For instance, a salesman who out 
lined a masterly job of organizing his 
time and paperwork quickly was ad 
vised by his audience that visiting 
accounts only for the purpose of ex- 
changing greetings and maintaining 
friendly relations is wasteful of time 
and opportunity. ‘Talk business or 
service, he was told. Offer informa 
tion, learn something new about the 
account, leave reprints of advertise 
ments, but do something more than 
exchange “‘hellos.”” Any sales manager 
could have told him that, but it was 
more impressive — and rememberable 

coming from his fellows 

Debate sessions serve n ultiple pu! 
poses. They promote on the spot 
thinking and speaking. ‘They intro 
duce refreshing humor, but also the 
enable volunteer teams to argue with 
deadly seriousness H&H policies af 
fecting sales. Standard debating pro 
cedures limit presentations to five 
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Are your conventions 
"at home" putting a 
damper on your salesmen? 


o 
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It takes no more time 
or money to have an 
overseas convention 
by air... ___ eee 


Henry W. Beardsle 
Pan American, P.O. Box 


New York 17, N.Y 


PAN AME RCCAN 


World's Most 
Experienced Airline 


APPETIZER 


Incentive travel program? 


Entice your contestants with 
a taste of Paris, Hawaii, the 


Caribbean. 
How? 


A " Magic Carpet 
Party!" 


Kickoff 


Just one of the jobs we do 
with creative entertainment 


UE? Tu 


HOWARD LANIN 
Industrial PRESENTATIONS 


Division of Howard Lanin Mat 


minutes, rebuttals to three. Final de- 
cision is by balloting. 
The company 
policies may sound like some form of 
Possibly it is, but 
thinking is that Management 
may, in framing policies, have 
looked important sales angles. 
Furthermore, encouraging salesmen to 
discuss all 


onvenient 


very idea of debating 
corporate heresy. 
H&H 
ove! 


some 


sides of policy subjects is a 


escape valve for frustra 
tions 


Debating such questions as: “Be 


Resolved that 


monetary 


our services have a 
and should be billed 
to all except regular customers,” 

to cross-fertilize thinking as 


value 


has 


different slants and approaches are 
made by different salesmen from va- 
rious districts, 

That very question, brought before 
H&H salesmen good lessons in prac- 
tical economics of selling, importance 
of good customer relationships, real 
value of H&H impacts of 
operating costs and dangers of price- 
cutting. The debate developed some 
of the legal angles and resulted in 
continuing informal discussion — by 
salesmen of a” moot question: “What 
is a regular customer?” 

Problems of individual salesmen 
“What's Your Prob- 


The idea sounds dull 


Services, 


are posed at 
a : 
lem?” sessions. 


DESIGNED WITH MEETINGS IN MIND... 


The 


ress 


Miami Beach's NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 


$o0ns.. 


4 additional Meeting Rooms —Special Display Areas— Penthouses... 


+++ for pleasure: 
rivate 


and clinical. H&H dramatizes it by 
presenting problems and their solu- 
tions as dialogues in skit form. Prob- 
lems are submitted by salesmen. 
Teams of their fellows volunteer to 
work out and present solutions. 

Problems such as how to enliven 
sales talks which have gone stale and 
how to ascertain prospects’ needs get 
the full treatment, both from the 
teams and audience. In_ practical 
effect, these problem sessions make 
good use of the experience of older 
salesmen and enable them to help 
with training the youngsters. 

H&H finds that the hottest mar- 
keting problem of any moment may 
be that which psychologically road- 
blocks any individual salesman. The 
problem in itself may be unimportant 
and easily solved, yet it can be a nega- 
tive influence which not only can lose 
sales but jeopardize the company’s in- 
vestment in the individual. 

Of it would be relatively 
easy for sales supervisors to help with 
the solution. Exactly that is done. 
However, when individual problems 
tend to become epidemic, they’re given 
the group treatment. A group pres 
entation of how-we-licked-that-one 
can put several troubled salesmen 
back on the beam. 


course, 


Huge salt-water swimming pool. 4 
beach... night club... fully equipped urkish 
Bath... . complete entertainment program. 


Group meetings at which salesmen 
raise questions and pose problems pe- 


alll’ 


«++ and for convenience: 


Ideal oceanfront location convenient to golf 

. racing ... deep sea fishing ... shopping... 

theatres and night clubs...Completely Air 

Conditioned with individual thermo control 
mes in every guest room. 


W te for ( olor Folder and ( onvention Specification Sheet : 
Jerry Lepre, Mgr. — Kowal Ownership 


=getting down 
to business... 


It’s a pleasure to concentrate 

on the business at hand in 

the handsome setting of the 

St. Moritz. Function rooms are 
completely isolated assuring 
privacy and quiet for your group. 
And the famed St. Moritz 
service and cuisine add immeas- 
urably to your affair. Newly 
decorated private function rooms 
accommodate from 10 to 300 
for directors’ meetings, sales 
meetings, luncheons, banquets, 
receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Central Park from high 

atop the St. Moritz. 


$T. MORITZ 


ON- THE - PARK 
50 Central Park South, New York 
Plaza 5-5800 
GARRY HIERS, Director of Sales 


8 aN te litetaational Cayenne 
AAANANAAAS 


All convention activities under one root 
Groups to 800 © American Plan 
Ample meeting rooms, at no charge 
Fabulous Beach and Tennis Club 
© Golf ¢ Swim in pool or ocean ® Deep 
sea fishing * Dancing ® Racing, Jai 
Alai, Bullfights in nearby Mexico * FUN 
for EVERYONE ¢ Special Rates 
and Activities for Children. 
H, B. KLINGENSMITH 
Managing Director | 


Hore 


— GETHIN D. 
WILLIAMS 

_ Convention 

, &» Manager 


Famous All -Year 
# Resort. . Across the Bay from.San Diego 
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culiar to the arts and industrial phases 
of H&H selling serve similar objec- 
tives but on a broader scale. These 
sessions are, in effect, meetings of 
group sales boards of directors for the 
consideration of everything pertinent 
to the business at hand. Presentation 
of subject matter by specialized per- 
sonnel and free exchanges of ideas 
and experience, as well as of ques- 
tions and answers, is facilitated. 

Spontaneous and often hilarious yet 
invariably productive are brainstorm- 
ing sessions. Customary procedure for 
promoting ideation is followed. As 
many as 65 ideas have been developed 
by H&H groups in 10 minutes. 

For H&H, however, group idea- 
tion is only the beginning. Tape rec- 
ords of brainstorming sessions are 
gone over, ideas are committed to pa- 
per and copies are sent to all sales- 
men for use and application. 

Here again receptivity is high and 
impressive, for the salesmen are get- 
ting suggestions which they and their 
fellows have made. It is also experi- 
ence that the practice of brainstorm- 
ing promotes quick thinking and con- 
centration on the immediate problem. 

Records of brainstorming sessions 
present graphic cross-sections of group 
thinking on sales subjects and prob- 
_lems. For H&H sales management, 
they are helpful agenda lists of 
points to check, to correct or to do. 


In fact, H&H regards all the tape 
records as comprising a working li- 
brary. of sales information. ‘Tapes of 
selected portions of national meetings 
go to district meetings for presenta 
tion. District offices tape their meet 
ings for the benefit of home office and 
of other districts. ‘There's time-saving 
here — and meeting-saving. Proceed 
ings are recorded, exactly. Complete 
and convenient, they’re available at a 
moment’s notice. 

H&H sees long term as well as the 
immediate benefits from its organized, 
recorded audience-participation sales 
meetings. Among them is the ob 
served development of an efficient 


CONVENTIONS 
Get More Done 
Have More Fun 


at the CONCORD Hotel 


This beautiful resort hotel, just a 90 
minute drive from New York City, 
‘offers every resort and convention 
facility right on the premises. No longer 
need your meetings scatter all over 
town, for the Concord Hotel can luxu- 
riously accommodate more than 1400 
persons, and handle meetings as large 
as 1500. Many large “hospitality suites” 
are available, too, There are two great 
golf courses under the direction of 
Jimmy Demaret, and Indoor and Out- 
door swimming pools with TV star 
Buster Crabbe presiding. Dozens of 
other sports, too, plus nightclub enter- 
tainment by America’s top stars. We'd 
like to add your company’s name to 
the list of top conventions we’ve 
handled. One person will work with 
you to plan your whole convention. 
Contact Ray Parker, General Manager 
or Jay Cohen, Convention Sales 
Manager, Concord Hotel, Kiamesha 
Lake, N. Y. Phone Monticello 1140 or, 
in N. Y. C., CHickering 4-0771. 
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sales force with business acumen ade 
quate for the changing and chal 
lenging demands of the times. 

But H&H is developing also the 
overall abilities of individual 
men. Salesmen tend to think in terms 
of their own problems, Audience par 
ticipation meetings, promoting group 
thought and action, help to shrink 
these problems to size and to bring 
into the individual salesman’s perspec 
tive clearer views of the larger pic 
ture of company teamwork. 

Possibly there’s the biggest single 
benefit of audience participation meet 
ings teaching salesmen to “think 
company.” The End 


sales 


A new and unique meeting place 


FOR SMALLER 
GROUPS WHO DESIRE 


lf your convention plans call for an 


attendance of 20 to 100, Palm Beach 
Towers is well worth your investigation 


AN INTIMATE, 
SECLUDED ATMOSPHERE 


Here, amid all the luxury of Palm Beach, is 


a new apartment-hotel where every facility 


for business and pleasure approaches per 


fection. The prestige of a Palm Beach meet 


ing at the Towers will never be forgotten 


paim bea 


© OPEN ALL YEAR 

@ 100% AIR-CONDITIONED 
e@ FULL HOTEL SERVICE 

e TWO SWIMMING POOLS 
@ AMPLE MEETING SPACE 


owers 


PALM BEACH, FLORIDA 


Write or phone TE 33-5761 for full detalis 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


% Private club atmosphere, dis- 
tinguished service 


W% Easily accessible (only 100 mi. from 
N. Y. and Phila.) 


K Excelient meeting rooms, equipped 
with all professional requirements 


% Outstanding cuisine — private din- 
ing rooms 

W Superb facilities for relaxation and 
recreation, including 18 hole cham- 
pionship golf course 

% Beautifully appointed acc d 
tlons 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 


BOX 30, SKYTOP, PENNA. « 


Wm. W. Malleson, Jr., Gen. Mer. 
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OPENING DECEMBER 


(CCN 


CONVENTION 


and, if your purpose is “Pleasure, “Accomplishment, and 
"Convenience, then the BARCELONA Convention P* A* C* is 
the plan for you! Check these features in the power-packed, 


pleasure-filled, wonderful new concept in conventions 


Prcasure Acccompusnment Convenience 


50 luxurious rooms, Swimming Convention Hall and Meeting Fabulous 40's location—close to 
Pool, Private Beach, Cabana Rooms seating 10 to 1000. Ban nightclubs—swank shopping areas 
Colony, Night Club, Bar, Coffee quet facilities for 700. Most Miami Beach Auditorium—Golf 
Shop, Superb Cuisine modern meeting equipment courses—Race Tracks—Fishing 
; Docks— Sightseeing 
COMPLETELY AIR CONDITIONED For complete information write to: 


JACK PARKER, Managing Director 
* ON THE OCEAN AT 43rd STREET « MIAMI BEACH « FLORIDA »*« 


LEH RHINE HLIZABETEI 


Opening Soon...The Latest Word in Convention Sites! 
THE QUEBHN HLIZABETEI 


When the Queen Elizabeth, Canada’s newest and finest hotel opens next spring, you and 


your group are assured of the most efficient handling, gracious service and the ultimate 
in convention facilities. 21 stories high, this magnificent hotel will have 15,000 square 
feet of exhibit space, 23 sample or meeting rooms, accommodate up to 3,000 in a single 
meeting—or 2,000 for a banquet, and 1,216 spacious guest rooms with individually 

controlled electronic heating and air-conditioning. 


Delegates attending conventions at The 
Queen Elizabeth will thoroughly enjoy visit- 
ing distinctively different Montreal where 
British Institutions and French traditions 
blend in a unique combination. Make your 
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>» 
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arrangements now! Be among the first in 


§99997997 
39437994971 


TAY AY 


this grand hotel. 


428 
43 


Opening Spring, 1958 
THE QUEEN HLIZABETEH 
(A C.N.R. Hotel) 


MONTREAL, CANADA 
Operated by Hilton Hotels International 


PPE) S SEER | 


Ps 


For information prior to opening: Suite 101, Interna- 
tional Aviation Building, Montreal, Canada. Telephone 
UNiversity 1-3511, or Joseph T. Case, Sales Manager, 
Hilton Hotels International, The Waldorf-Astoria, 
New York 22, N. ¥. Telephone: MUrray Hill 8-2240. 
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PFIZER-ROERIG exhibit covered 
1,200 sq. ft. with its 15 exhibit units 
carefully ‘spaced to avoid “long alley” 
appearance. Chairs, mounted on con- 
veyor belt, moved 18 feet per minute 
and allowed physicians a five to |0- 
second glance a each exhibit. Two 
girls were on hand to assist men on 
and off the moving chairs, Motorized 
trip through "“Medicade" took just 
four and one half minutes. ‘Pfizer 
placed special emphasis on mechani- 
cal devices to attract visitor attention. 


Waiting Line to Ride Through Exhib 


1; 


Physicians lined up to see Pfizer's product displays be- "415 major medical convention, 


Pfizer's divisions, Pfizer Labora 


cause they could ride instead of walk. In addition to am- — tries and J. B. Roerig Company 


mechanized jts exhibit to the extent 

bitious exhibit, Pfizer offered horse-drawn carriage rides, that doctors rode through it on mov 
. - ny Ciné S. hibit AS dCSIgNnes by 

tour of Stock Exchange, fashion show and special dinner. 5 ng TR cg che 7" -. bat | 

“We must have looked at 200 
chairs before we found what we 

wanted,’ says Charles Wood of Dis 
Chas. Pfizer & Co., Inc., played Because company offices are in play Studios. Chair selected is a 
a quasi-host role at the recent annual Brooklyn, Pfizer felt that it must ship’s officers mess chai: They are 
convention of American Medical As do something extra for the nation’s self-centering so that when put on a 
sociation in New York City and physicians visiting its area. ‘Thus it conveyor, they could be turned but 
came up with an ambitious exhibit invested an estimated $100,000 to in would always adjust themselves in 
and many embellishments to attract gratiate itself with doctors and cap one direction—toward exhibit unit 
attention. ture a big share of “talk’’ at this selt to move the 28 chairs around 


ved 
dé 
et, 3 


JAPANESE GARDEN suggested tranquility to be found with anti-tension drug. PRESIDENT J. E. McKeen examines Japanese fans 
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KANSAS 


For FINEST facilities for any 
leat type of indoor event. Arena 

@ SALES floor 127 x 210 f1., 10,500 
( seats; Exhibition Hall, 

MEETINGS 90,000 sq. {1.; Little The- 
atre; 26 meeting rooms, 
seating from 18 to 428 
Air-conditioned Tunnei 


@ CONVENTIONS 


@ TRADE 

SHOW! connection to modern 1200 

car underground Auditor 

® EXHIBITION ium Plaza Garage and to 

Muehlebach and Aladdin 

® EQUIPMENT Hotels, in heart of down- 
DEMONSTRATIONS Hime 


For full details write 
Manager, MUNICIPAL AUDITORIUM 
KANSAS CITY, MISSOURI 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable vo 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern otmonghere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A M QUARLES M.P. MATHEWSON 
' . " acts ‘ . 


the exhibit was made up of steel 
plates with a chair anchored to each. 
Plates were overlapped with nylon 
bearings between. Plates rode on 
roller bearing wheels and were driv- 
en by a chain underneath. While 
two friction-drive motors operated 
the chain, four motors were incor- 
porated into the design to act as 
emergency auxiliaries in case of break- 
down (which didn’t materialize dur- 
ing the week-long show). Light and 
audio signals on a control board were 
made to signal difficulty with any of 
the four motors. 


Moved Slowly 


Problem presented by the exhibit 
was to slow chair speed sufficiently 
so that doctors would have a five to 
10-second glance at each exhibit and 
could get on and off chairs without 
danger. ‘Iwo girls aided visitors to 
get on and off the conveyor. 

Design-wise, 15 separate units had 
to be created to call attention to 
products, seven of which were intro- 
duced to the medical profession with- 
in the past year. Not only were 15 
units created, they had to be set up 
so that there would be no long-alley 
appearance to the exhibit as_ the 
chairs rode along. 

Called ‘“‘Medicade”’, the exhibit 
,200 sq. ft. Among its dis 
play units was a 10-foot Japanese 
garden to suggest tranquility achieved 
with Roerig’s anti-tension drug, Atar- 
ax. In the garden, water trickled 
over rocks into the pool bordered by 
exotic plants. ‘Ttwo Japanese girls in 
native costume presented fans to doc- 


coy ered 


tors’ wives. Both girls are students, 
one studying dance in this country 
and the other a foreign student at 
Bryn Mawr College. 


Mechanical Devices 


Almost every unit in the exhibit 
had some mechanical device. <A dis- 
tortion mirror (amusement-park 
type) with the aid of a flashing green 
light told the story of a drug to pre- 
vent motion sickness—almost induced 
by the mirror and light effects. Back- 
ground music was used and no othe 
sound was introduced into the exhibit 
to prevent interfering sound between 
All displays were de- 
signed for visual impact. One 
showe.! a stylized human hand print 
in plastic with a waterfall pouring 
over it to promote Magnacort, 
Pfizer's newly developed water-solu- 
ble steroid ointment. 

Throughout the run of the show, 
a waiting line of between 30 and 50 


exhibit units. 


The New Air-<onditioned 


General 


Oglethorpe 


HOTEL GOLF CUB COTTAGES 


The new ownership of this fine 
resort has redecorated the entire 
hotel .. . and two-thirds of all 
guest rooms have been air-condi- 
tioned. Air-conditioned ballreoms 
& meeting rooms! 18-hole golf 
course on our own grounds, giant 
outdoor pool, boating, fishing, 
tennis, dancing. Attractive con 
vention rates. Write for color 
brochure and information. 


LOYD BUMPAS 
General Manager 


ATLANTIC CITY 


DELEGATES AGREE! 

"The Skyscraper By the Sea’ 

is ‘Tops’ For Conventions 
Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately {2,000 square feet is 
available, serviced by heavy-duty 
elevator 
400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE 8. BRUNI 
Vice President & General Menager 


ADA TAYLOR 
Director of Sales 
LEO F. FITZPATRICK 
Seles Manoger 


Tetephene Atiantic City 6-127! 
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INWZIE AIK En yn physicians and guests gathered to take KANSAS 

pas EW a ride through Pfizer’s exhibit. Not CITY'S 
SPECIAL N f|} one of the 28 chairs ever went | 

ACCOMMODATIONS | through the exhibit empty although NEW... 


the conveyor was in constant opera 


FOR GROUPS! fics. 


New meeting and exhibit rooms. Wah 
Air-conditioned hotel and 

cottage rooms. 

Distraction-free location amid Y. Detail men, Pfizer salesmen, stood 
8500 acres of Sierra foothills Wi; behind sample counters and gave out 
in Northern California. S| tickets for a free half-hour ride 
Recreations include mineral . through Central Park in a_ horse 
saath mame grinmine Wl drawn carriage, For he wok 
Carousel cocktail lounge. fizer had hired 25 cabs oo. eye 
Golf and riding available. ee, Se. Oe ates 
Redeet Ansuican plan sates. | Livery Stables $5,000 for this serv 


. ice. ‘Tickets were given to physicians | America’s newest, most 
Season—April to November was modern stadium offers 


Free Rides 


only and each doctor could take two 
“ SALES 30,611 modern, comfort 


( 


/ e : 
%| guests with him for the ride. + app im prea 
; ic ar An additional promotion tied into | MEETINGS perking facilities for mere 
o 


the convention was a tea and fashion | CONVENTIONS than 6,000 cars and buses; 
| show for the AMA Woman's Auxil- | over 135,000 square feet 


j - pate. - ; of field area; best lighted 
‘ -vent attracted 5 adie TRAD 
iary. ‘This event attracted 560 ladies. f major league field for 


Jf 4 

L g rin 5 fm; Problem for Pfizer was that tickets SHOWS hs ‘Gecaiac eouiiote 

¢ p iea,| were distributed by the auxiliary and EXHIBITIONS operating personnel always 
P.O. BOX 100 ) when doctors stopped at the Phizei . available; modern conces 
RICHARDSON SPRINGS, CALIF. MMM) booth for tickets, Pfizer salesmen had EQUIPMENT slon stands; dressing room 


‘ or . press box and many other 
Phone: ‘ | none to distribute. ‘This was a mis DEMONSTRATIONS ’ 


; } : advantages 
RICHARDSON SPRINGS take for Pfizer. A few doctors 
“4 Sie couldn't believe that the sponsor of For full details about Municipal Stadium, Write 
* 


the tea wouldn't have tickets to dis CITY MANAGER, CITY HALL 
tribute and assumed that they were KANSAS CITY, MISSOURI 


being discriminated against. Pfizer 
now knows that it should never turn 
over all tickets to such an event but 
retain some.for requests that come in 
directly to its detail men 

For physicians with an interest in 
investments, Pfizer arranged trips to 
the New York Stock Exchange. 
Buses went to the Stock Exchange 
in the morning and afternoon for 
three consecutive days. Doctors 
signed up for the tour at the Pfizer 


NEARBY Zin 
PENNSYLVANIA PLAN YOUR 


CONVENTION FACITIES FOR | A MPP eet? | SALES CONFAB 


MEDIUM & SMALL MEETINGS | md OR YOUR 


A fine hotel, equi with every Aas ean 

modern technical and physical aid for aa cee Ul! N V E N T { 0 N 
successful meetings, in a scenic set- q * tee vl? 

ting, at the “top of the Pocono Moun- -s 3k 
tains.” Rooms with bath, phone. Cot- AT THE 


tage a — for 2 , 
greater privacy. . All sports F N N 
facilities. Special Convention rates. ; AN D 


During past five years Skyline has WITH GIANT COLORFUL IMAGES PRO- 
established an enviable reputation as JECTED ee A ee SPOT OF AMERICA 
host to many nationally known Com- SCREEN AND CHANGED AT WILL BY RE- comememnent 

panies. (Names on request). MOTE CONTROL WITH THE 
90 miles from N.Y. and Philadelphia. NEW GENARCO 3,000 CONVENTION BUREAU 


WATT SLIDE PROJECTOR 7X 
the KYL \ IN N WITH THE 70 SLIDE / 
CHANGER. GET ILLUS. . ‘wo 
AND COTTAGES TRATED LITERATURE E ne om 


Mount Pocono, Pennsylvania BY RETURN MAIL FROM: A NEVADA 
Edward C. Jenkins, Manager GENARCO INC. a 
a | \ A A A 4 A 4 4 _97-00 SUTPHIN BLVD., JAMAICA, N a. J or Bes OF COMMERCE 


* * 
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speed understanding 


They can help you say it better, 
easier, and with greater impact. 


fa ws 


ClanT onal ; 
a® 


PAPER yisoat 
PADS eee 


_ 


Write 


Portable Whiteboard Easels, Giant Roll- 
Around Easels, Heavy Duty Chart Easels, 
High-Low Easels, Portable Aluminum Lecterns, 
Folding Flannel Boards & Magnetic Chalk 
Boards, Giant Paper Pads, Wall Easels 
and many other visual aids— 


Designed by oral-visual speciclists 
and produced by the world’s largest 
manufacturer of  all-aluminum 
equipment for group communication. 


Write for free 24 page catalog. 


ORAVISUAL COMPANY, Inc. 


FACTORY, BOX 609 A- ST, PETERSBURG 2, FLA 


HHH HH *H 


Closing te Sale 


A 16mm. sound motion picture 
featuring BORDEN and BUSSE 


% how sales champs weave o thread of 
closing all through the presentation 


tr methods topnotchers use to find the 


key issues for closing 


how to translate product features into 
order-winning buyer benefits 


% how to rivet the customer's attention to 
the presentation 


*% how winning salesmen ask for the order 
al closing time——repeatedly, if necessary 


You can rent of buy a print of CLOS 
ING THE SALE. Details, plus our new 
film catalog, mailed on request, Write 
to 


DARTNELL 


4660 Ravenswood - 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


booth. Only problem with this ar 
rangement that who 
signed up for a trip two days away 
didn't take the 
‘Those that signed up for the 
usually did show. Hence, 
that on such an ar 


take 


more than a day in 


was doctors 


otten show up to 
trip. 
next day 
Pfizer learned 
rangement ver reservations 
Dur 
many 


things can crop up for a show visitor 


advance. 


ing a two-day interval too 
to change his mind about going on a 


tour. 


Dinner for 400 

staff doctors 
during the 
400 
It cemented closer 
direct 


Friends of Pfizer's 
feted at a dinner 
‘I his 


proved profitable. 


were 
convention. dinner for 
relationships and resulted in 
business after the conclave. 

Of all Pfizer's promotional efforts, 
the exhibit itself captured the imagi 
nation of most show Mov- 


18 feet a minute, the motor 


visitors. 


ing at 


ized trip through the exhibit took 
just four and a half minutes but put 
individual emphasis on 15 products. 


May Rent ‘Ride’ 


Not 
companies were intrigued by the 105 
belt. Pfizer has been 
approached to rent the conveyor fo1 


only physicians, but other 


foot conveyor 


show use by other exhibitors and may 
be reimbursed for a portion of the 
cost to create the mechanized exhibit 
tou! 
The 
shipped. 
the chairs are removed for shipping 
Although complicated, the Pfize1 
installed in a relatively 
short time. Installation 
Friday noon and the exhibit was in 
operation on Monday morning. 
Plate-belt arrangement was built 
by American Stage Equipment & 
Iron Works, Inc., New York City. 
The End 


readily 
10 sections and 


conveyor can be 
It comes in 


exhibit was 
began on 


te 


SALES MEETINGS 
PA Sea, 
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THE LARGEST 
Opening Spring 1958 CONVENTION HOTEL 
IN THE CARIBBEAN 


habana!) ¥V¥ 


HAVANA*+CUBA 
COMPLETELY AIR-CONDITIONED 


630 air-conditioned rooms all with private bal- 
cony for dining and entertaining 


Meeting rooms for 100 to 1850 
Banquet facilities for 50 to 1300 


Swimming pool and Cabana Club with out- 
door dining terrace 


Casino 


Golf privileges 


De Ds be tar b= ot be 


a > tb | 


eld dae eee ee Le eed 


No passport or currency problems 
Exciting night life 


Now is the time to plan next year’s convention in gay 
Havana ... one of the world’s most fabulous cities. Only 
4% hours from New York by air. 


For information or literature write: 


Joseph T. Case, Sales Manager, Hilton Hotels International, 


The Waldorf-Astoria, New York 22, N.Y. Tel: MU 8-2240. 


it’s a natural! meeting rooms on one floor . 
arranged for maximum convenience. 


The Baker Hotel, ideally located in the 
heart of cosmopolitan Dallas, gives you 

unexcelled convention facilities and 

will enable your convention to function 
smoothly and efficiently 


English Room—dining, 85—meeting, 125 
Tally Ho Room—dining, 45—meeting, 50 
Camellia Room—dining, 35—meeting, 40 
Rooms, 1-2-3—dining, 135—-meeting, 150 
Each room individually will accommodate 
45 for dining and 50 for meetings 
Room 4—dining, 30—meeting, 40 
Room 5—dining, 50—meeting, 50 
Crystal Ballroom and Lounge— 
dining, 1,300—meeting, 1,500 
& Texas Room—dining, 185—meeting, 225 


Completely air conditioned 
Drive-in Motor Lobby 
TV and radios ©® Central Location 


Baan Affiliated National Hotel @& 


AFFILIATED ALABAMA: Mobile—the Admiral wood, Dallas—the Baker and the OFFICES 
Semmes, Birmingham—the Thomas Travis; El Paso—the Cortez, Gat AM 
NATIONAL the Woe oan WINDIANA; . veston — the Buccaneer, Galvez, New York Circle 7.6940 5 eeen 
dianapolis—the Claypool. Louisi- Seahorse, Jean Lafitte and Coro Chicago MOhawk 45100 
HOTELS ANA: New Orieans—the jung and "200 Court; Laredo — the Plaza 
the De Soto. NEBRASKA: Omaha— Lubbuck — the Lubbock; Marlin — Mexico City 46 9-92 bP 4 
the Paxton. WEW MEXICO: Clovis the Falls; San Angelo—the Cac 2 ~ 
AIR CONDITIONED —the Clovis. SOUTH CAROLINA: tus: Sam Antonio—the Menger and Washington  EXecutive 3-648) 1 
TELEVISION Columbia—the Wade Hampton the Angeles Courts. VIRGINIA: Cleveland PRospect 1.7827 
RADIOS TEXAS: Austin— the Stephen F Mountain Lake — the Mountain Free Inter Hotel Teletype 


Aust:n; Brownwood —the Brown Lake; Norfotk—the Monticello Gaiveston SOuthfield 56536 Reservation Service 
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CAST WELCOME to "Once in a Lifetime’ opportunity ADAM AND EVE Prospect sing of the features to be found in the new Edsel 


First Dealer Meeting Is $250,000 Show 


Edsel puts on musical, ‘Once in a Lifetime," to introduce —"™ystery as it was to the public. 
Products of the new Edsel division 

its new dealers to marketing plans. Show on the road to of Ford Motor Co and the 7 
. = P ‘ oe ing program tor them came to life in 
five cities then filmed for showing in Edsel's 24 districts. “Once in a Lifetime,” staged in cen. 
tral cities of the division’s five regions 
across the country in two busy weeks 
from Aug. 3-17, and since put on in 
BY LAWRENCE M. HUGHES the 24 districts 

‘Theme: “This Is the Edsel.”’ 

For the regional meetings the show 
is part live, part film. For the dis- ‘ 
tricts the whole thing is filmed. Cost 


of the’ putting-together and staging 
day, Sept. 4. ers, the car was almost as much a came to $250,000. 


America met Ford's new Edsel for But until last month, to many of a 
the first time this week—on Wednes newly-recruited group of 1,200 deal- 


CHORUS ECHOES confusion in carmakers’ magazine ads ROBERT COPELAND outlines Edsel advertising, sales promotion campaign 
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A Distinguished 
New Setting for 
Your Convention 


OPENING NOVEMBER 19658 


400 Acres of Resort Elegance Unsurpassed in Ali the Worid 


Every facility for meetings from 10 to 1,000 

8 meeting rooms or combinations...550O Luxurious 
Guest Rooms Tournament Golf Course 
Championship Tennis Ciub 1,000 feet of 
Private Beach Cabana Club Yacht Basin 
Garage for underground parking Incomparable 
cuisine for banquets or dining ‘round the clock 
Magnificent gardens additional informality 
with individual, private parking at Diplomat 
West...2 coffee shops 3 swimming pools 
supper club with entertainment by top names 
in show business shopping plaza located 

in an undisturbed 400 acre estate-setting 

but just minutes from thoroughbred and 
greyhound racing Jai Ala and deep sea 


fishing in the biue waters of the Atlantic 


Write now f more informatior 
IRVING TILLIS GEORGE €E. FOX 
Saies Manager Managing Director 


World Capital of Distinguished Resort Luxury 


SPECIAL 
FACILITIES 


Audio Equipment 
Blackboards 
Broadcast Equip- 
ment and Facilities 
Carpentry Shop 
Display Panels 
Easels 

Exhibit Booths 
Flags 

Lecterns 

Lighting Equipment 
Office Equipment 


Photo Studio 
and Laboratory 


Print Shop 
Projectors 
Public 
Stenographer 
Recorders 
Record Players 
Service Crew 
Screens 
Tables 

Baby Sitters 
Barber Shop . 
Beauty Salon 
Cabanas 


Doctors 
and Nurses 


Shopping 
Promenade 


Social Staff 


Solaria (Men and 
Women's) 


Special Service 
Manager 


Steam Rooms 
Valet Shop 


4, I IIPLOMAT 


HOTEL and COUNTRY CLUB 


ON THE OCEAN, HOLLYWOOD BEACH, FLORIDA 
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This figure is only 1/1,000th of 3, then went to Detroit on the 7th, taken in “talk” and exhibits. On film 


the $250 million Ford already has bet Chicago on the 9th, New Orleans on appear Henry Ford II, president; 

on Edsel, and only 1/400th of the the 13th, and wound up in San Fran- Ernest R. Breech, chairman of the 

$100 million the dealers are investing cisco on the 17th. It runs three and board, and Robert S. McNamara, 

to set themselves up in Edsel business. a half hours—but rehearsals took a group vice-president, car and truck 
But it may set a record, for auto full day in each city. The traveling divisions of Ford Motor Co. 

mobiles and other products. And even troupe—not counting Edsel’s own Live participants are five Edselites:  * 

for showbiz, it’s hardly small change. participants—totaled 20. A 20-piece Richard E. Krafve, Ford v-p and gen- 

“Once in a Lifetime’ cost as much as orchestra was hired locally. (New eral manager of the division; J. C. 

it did to put the stage production of York orchestra came to 23, including (Larry) Doyle, general sales and 

“Oklahoma” on the road. a harp. ) marketing ‘manager; J. Emmet 
Combined audience of the five Edselites call “Once in a Lifetime” Judge, merchandising and product | 

original performances was about 3,500 the “first all-musical product intro- planning manager; Robert F. G. 
averaging 700 each and including duction.” All seven musical numbers Copeland, assistant general sales man- 

dealers and their key associates. The were specially composed for it. ager, in charge of advertising, sales 

show opened in New York City, Aug. But actually most of the time is promotion and sales training, and the 


regional manager—at ‘our’ show, 
—: John F. Connors Jr. 

Whole show is a “marketing thea- 
ter.” Every song sells. 

“Once in a Lifetime’ was pro- 
duced by Regan Film Productions, 
Detroit, headed by Lawrence M. Re- 
gan—and chosen in competition with 
40 other companies. Final revisions of 
most sections were made in late June, 

| but some not until July 31—four 

| days before the show hit the road. 

Credits go to Edward Reveaux 
(former drama professor at Yale), 
who conceived and directed the pro- 
duction; ‘Tom Thomas for films and 
presentations ; Joe Stephano for music 
and lyrics; Frank Westbrook for 


(omleitlions 
LO poe Snalla owes 


| at the new fully air-conditioned 
Toffenetti Hotel in St. Petersburg 


Pre. 


your convention Cteaning © convention or sales meeting for « 


group 150? You'll find that 


the 
and group business! sre toffenattt Hotel hes idea! fecliltles. for 
serving groups of this size with personalized 
attention: 
* Modern meetin aad room accom 
noes up to 150... . with facilities for 


Sogutttet restaurant serving world-famous 
Toffenetti food . can accommodate up 
to 300 for special banquets 

Smartly furnished guest rooms 

Cocktail lounge * Free parking 
Perfect location In the heart of St. 


Petersburg, near ail sports and sight- 
seeing attractions 


| 
Open all year round. For information write 
| 


® James McManemon, Managing Director | 
FORT LAUDERDALE, FLORIDA THE NEW 
BSEO 2OOMS AND BATHS © ENTIRE HOTEL COMPLETELY AIR-CONDITIONED | AIR-CONDITIONED 


MEETING AND BANQUET FACILITIES FOR 800 
SALTWATER POOL @ PRIVATE OCEAN BEACH HOTEL 
NEAR 16 HOLE GOLF CLUB 
pest AVE. AT SECOND ST, NORTH 


yt angen a veeetDs 


REGINALD G. NEFZGER, PRESIDENT AND GENERAL MANAGER same hospital 
Tomenett! Restauran in New York ane and. Colones 


OPENING DECEMBER 1957 
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choreography; Frank Beery for ar- sold), called Adam and Eve, and in York, Syracuse, Philadelphia and 
rangements ; Exhibits & Displays, for later scenes keeps the stork busy. But Washington) and some guests. 

scenery, and Warren Hart, film pro- because each dealer already has paid Edsel executives, he said, would 
duction manager. Gil Stevens directed an average $100,000 for his seat in tell them about the car’s develop- 
the New York orchestra. the Edsel show, it sticks with eco- ment and potentials. ‘“We're not 

All of the cast are “brought into” nomic realities as Edsel—and Ford going to dazzle you with glamour 
the automobile business—first as pros- see them. It focuses on “good, profit- or give you the big pitch . . . But we 
pects, then as Mr. and Mrs. Dealer able selling.” are going to demonstrate to you to- 
and their sales and service people. After nine years of gestation, Fd- day that we do want to be your part- 
Edsel’s green “E” against white back- sel’s birth pangs began in the Grand ners in the success of the Edsel.” 
ground dominates the scene. Ballroom of the Waldorf-Astoria at Singers come on stage and do 

Revolving podia for speakers swing 9 aM, with a 90-second overture. “Howdy Partner:” 
out of sight for musical and “dra- Then Jack Connors walked out on “ . . Howdy Partner 
matic’ numbers. Another feature is the stage, introduced himself, wel Howdy do. 

_ easy dissolves from live to film and comed the audience and introduced The name is Edsel 

back again. Larry Regan conceived his district managers (Boston, New And we're with you. 

the idea of having the brass introduce 
themselves, The president says mere- 
ly, “I am Henry Ford II,” and the 
final speaker, Edsel’s general manag- 
er, says “My name is Krafve 

It’s the name that appears right along- 
side your name on the sales agree- 
ment between you and us.” 

The show itself develops largely 
as a “rehearsal.” ‘This technique is 
used to permit more concentration on, 
by repetition of, Edsel’s features, It 
‘also helps to bring the audience into 


the act. THE WORLD'S 


This biggest-ever new product 


birth stays close to biological and hu AT YOUR FEET! 


man realities. It starts with the di- 
visions first customers (as yet un- When You Convene at Castle In The Clouds 


An unusual resort hotel with food, service, and 
accommodations matching the grandeur of a view 


encompassing seven states 


No Competition 
For Attention 


CASTLE IN THE CLOUDS offers so much for your relaxation 
Swimming Pool « Scenic mountain bridle paths 
Tennis « Archery + Golf + Shuffleboard 
Battle-ground Hiking Trails + Putting Greens 


PLUS OUTSTANDING CONVENTION FACILITIES 

Seven Meeting Rooms—largest seating more than 500 

King Arthur's Roundtable — perfect for conferences 

of 20 to 40...dining indoors or out...newly 

furnished comfortable accommodations for groups to 450 
And everything to insure a per- 
fect meeting on our 3500 acre IDEAL LOCATION ...Convenient to Chattanooga, served by 
estate atop the Poconos. Groups Five Scheduled Airlines + More than 40 Daily Flights 
of 300 will find attractive meeting 
—— connie o mode- (Charter and Sightseeing Flights also available) 
tions, superb bar and banquet ‘ 
service. All winter and summer Two Railways + Southern « NC & St. L « 16 trains daily 
sports. Only 100 miles from New Complimentary Station Wagon Service to and from Hotel 
York or Philadelphia. 


Braniff « Capitol + Delta « Eastern « Southeast 


OPEN MAY TO OCTOBER 


Prospect 1-7827 oy Sa AMERICAN PLAN 


POCONO MANOR Castle: aaa 


POCONO MANOR, RESORT HOTEL 
atop Historic Lookout Mountain Y JACK M. SLONE, President 


JOUH M CRANDALL, General Monager | Address: LOOKOUT MOUNTAIN, TENNESSEE + Winter Address: 308 ROPER BLOG., MIAMI, FLORIDA 
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YOU ARE SO RIGHT— 


. we admit the necessity .. . and have done something about it 
to keep in step with our continued program of expansion and 
improvement. You will now enjoy the added comfort of air con- 
ditioned guest rooms. 

The popularity of the Palm Beach Biltmore as a convention and 
sales conference site has extended our previously normal operating 
season to accommodate those organizations requiring the finest 
of facilities and services. The proof of the pudding is evident in 
the repeat visits of those who realize the value of experienced 
personnel, coordinated effort, and sincerity of performance. 

Before planning too far in advance for your meeting, why not drop 
a line, ‘phone, or wire L. E. Ames, Director of Sales, for a complete 
proposal and detailed information . . . or may we send you our 
color narrated film? 


PALM BEACH BILTMORE HOTEL 


your convention 
headquarters in 


om ROCHESTER, N. Y. 


vee 500 pleasant guest rooms 


HOTEL «++ air-conditioned 
Ball Room seating 1000 


se ; plus 10 other modern 
EARL F. CAMPBELL LHLECLL meeting and function 


Manager rooms. 


ERIE, PA. 


your convention 
headquarters is the 


LAWRENCE 


100 rooms ... Erie's largest ballroom, 


=) : 
J. AUSTIN FLANNERY 


Manager 


seating 750... ample additional meeting 
and function rooms to meet your every 
requirement, 


— 


uitlTny —_ EVERYTHING THAT TRULY GOOD HOTELS CAN OFFER 
i th 


melback Inn 


One of the world's Great 
Vacation Resorts 


PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE 
VALLEY CLUB 
NEW CONVENTION 
ROOM FOR GROUPS 


a Yippe eye 

Yippe-aye 

This is a once-in-a-lifetime day. 

“The name is Edsel, were on our 

way 

And this is a_ once-in-a-lifetime 

day!” 

Cast exits through turntable en- 
trances. Main curtain opens reveal- 
ing full stage. Market panorama 
background is adorned by an ivory 
tower and a high horse. Larry Doyle 
enters and gets these two items re 
moved. ‘They don’t belong in Edsel’s 
dealer relations. Everyone is work 
ing together “toward a common goal 

the success of the Edsel car.” 

. 


Put Facts to Work 


Dealers learned many “facts” be 
fore they signed. But now they would 
learn “how to put them to work” 
specifically in creating customers. Be 
cause Edsel itself is newly-created 
and its first customer is still to come 
Doyle names him Adam. 

Adam and Eve appear, fully 
clothed, and sing their motor car 
wants: elegance, smartness, economy, 
luxury, power, “loaded with fea 
tures:” 

‘ ... We want our friends to 

understand, 

When they observe our car 

That we're as smart and successful 

and grand 

As we like to think we are. . 


One podium swings around for 
Emmet Judge. He talks “Past, Pres 
ent and Future.” Having lived the 
prenatal life of Edsel throughout its 
nine years, he must be qualified. ‘he 
new middle-price line was Henry 
Ford II’s conception in 1948. The 
next year the Executive Committee 
pre-blessed the event. Styling began. 
The Korean war slowed things up. 
In 1954 the company’s brass gave 
formal approval to get the baby born. 
Thus emerged the E-Car Program 
(/, at first, for Experimental) and 
the FE division which—last November, 
from 18,000 names—happened to be 
named after Henry I's only son and 
Henry II’s father. 

‘The stork has been busy elsewhere. 
With the help, all told, of 36 slides, 
Judge shows that 65 million Ameri 
cans have been born since 1938 (the 
year Ford's Mercury was born.) By 
1965 U.S. population will reach 190 
million; gross national product $535 
billion (from $427 billion today). 
Our outlay for new cars will rise 
from $19 billion in record 1955 to 
$26 billion; our car “population” 
from today’s 50 to 70 million. 

But whereas GM and Chrysler 
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each has three middle-price cars, Ford 
has had only one—the Mercury. The 
other two companies do half their 
business in middle- and higher-priced 
cars, as against Ford’s 20%. This 
makes for “disloyalty.” Of Chevrolet 
owners who “buy up into the medium 
price field,” Judge says, “87% stay 
with the GM family.” The Ford 
company, pre-Edsel, held only 26% 
of Ford car owners. 

Edselites have taken a long, hard 
look at the large collective Customer. 
They think they know his wants, 
needs and motives; which makes of 
cars appeal to older and younger 
people, to men and women, and which 
are “associated with social status,” 
etc. Edsel emerges as ‘the smart car 
for growing America.” 


Film on Features 


Judge’s talk leads into a film on 
“Edsel Features.” It presents two 
characters. One is “Mr. James—half 
engineer, half stylist, never really 
identified.” Like Judge, he has been 
around Edsel from the start. The 
other is “Suzy,” his girl Friday, who 
has shared his problems and triumphs 
almost as long. 

The U-shaped set might be the 
showroom at Edsel’s hq. On side 
walls are announcement and display 
materials. Rear wall is draped as a 
backdrop for an Edsel Citation con 
vertible on a revolving display mount. 
(Edsel’s four lines, by price range 
upward, are Ranger, Pacer, Corsair 
and Citation.) On the left are work 
ing models of Edsel automatic gad 
gets. 


Climax of Show 


(This filmed sequence is in a sense 
the climax of “Once in a Lifetime.”’ 
Meeting guide instructions tell how 
to “almost darken the room and 
slowly raise lights to hit car full” 
the end.) 

James is almost too aware of the 
fact that “20 hardboiled automotive 
writers” are due for their first glimpse 
of the Edsel in a few minutes. He 
knows his: story pat, but he’s nervous 
about it. (Music builds with almost 
a “heartbeat” restless quality.) James 
tells Suzy that “I’ve never had a job 
like this before. . . . The whole Ford 
company has put everything behind 
us.” 

Suzy tells him he knows the story 
cold. 

That’s what bothers him: 
it cold. Too cold.” 

Suzy: “You're all mixed up in 


“I know 
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ATLANTIC CITY. N. J. 
at Sensible Prices 
lf you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
investigate the facilities at the Jefferson 
. Atlantic City's leading moderately 
priced hotel, Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 


staff is your assurance of a most success- 
ful meeting 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

@ BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON.- 
DITIONED auditorium. 

@468 COMFORTABLE 
ROOMS in “the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 

For complete detalis and information 

for future bookings, write, wire or 


telephone Charles A. Fetter, General 
Manager. 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


Designed for 
Business with 
Pleasure 


SCOTTSDALE, ARIZONA 
(10 miles from Phoenix) 


—ARIZONA’S FINEST RESORT 


Guest Rooms-—luxurious and spacious 
for 100 guests 


Meeting Room—beautiful and new, 
completely equipped for 200 


Dining Room—the finest of food for 
150 


Cocktail Lounge—an intimate and ap- 
pealing room accommodating 100 


A courteous, solicitous management 
and staff plans everything for the 
effectiveness of your business meetings 
and the pleasure of your visit 

Recreational facilities on our premises 
include a heated swimming pool, 
stables, putting green, tennis court 
and shuffleboard. Excellent golf nearby. 


A 2,800-foot runwav for private and 
executive aircraft 


Group rates during November, Decem- 
ber, | nl April and May ere very 
moderate. 


Royal W. Treadway 
President & Genera’ Manager 


HOLD YOUR: 


NEXT CONVENTION AFLOAT 


For your next national, regional or 
district convention, sales meeting or 
group get-together, you can't pick a 
better meeting place than one of 
these big Great Lakes cruise ships— 
the SS NORTH AMERICAN or the 
SS SOUTH AMERICAN. Let us tell 
you why. 


Write, Wire or Call 


N. L. CHINNOCK 
General Passenger Agent 


words.” Maybe he should serap the 
script. “I’ve heard you say it to other 
people, ‘This is the Edsel.’ You don't 
have to make fantastic claims. 
Show it to people. Tell ‘em about it, 
and get them behind the wheel. . . .” 

James begins to get confident. He 
starts telling the story to Suzy and 
himself ; steps to the car on the turn 
table. (‘The camera pans him, but 
shows only the rear assembly. This 
teaser technique continues to the film’s 
end. ) 

James welcomes the not-yet-present 
writers. He tells of all the time and 
testing to make this “different and 


better” car; invites them out to drive 
it. He points to its “poised look ;’’ its 
“road-ability and road-stability.” 


Writers Arrive 


Sold at last on his ability to sell the 
Edsel, James flicks an intercom 
switch, and announces: “O. K.,, 
Charlie. We're all set in here.” The 
room lights go up. Doors open and 
writers stream in. Flash bulbs pop. A 
tympani roll begins. Lights hit the cat 
full. James proclaims: 

“Ladies and gentlemen—This is 


bi 


your 


Gur. 


golf course? 


-»-Certainly! 


This 27-hole championship course at your threshold is one of 
the recreational reasons why so many organizations return 
to Boca for their conventions year after year. And when you 
consider in addition that Boea’s boat docks are but fifteen 
minutes from game fish of the Gulf Stream, that our ocean- 
front cabana club, the six tennis courts and two swimming 
poo!s are yours to enjoy, and that its meeting facilities can 
accommodate up to 700—it is small wonder that this 1,000- 
acre resort estate has become recognized as Florida’s first 
choice for conventions. 


toca’s firm bookings on full American Plan basis extend as 
far as 1966, with many commitments for 1962, 1963 and 1964. 


STuART L. Moore, President 
- <> Ma, 
| fale 
4 4 OVY 
Y¥f? 2 
Holel and blub- 


BOCA RATON, FLORIDA 
Write for dates and full particulars to Convention Dept. MT-7 


the Edsel!” 
Curtains part to reveal the car live 
on the stage. 
The ensemble sings, “This Is the, 
Edsel!” 
“, .. This is the Edsel— 
The most exciting new star— 
And when it lights up 
The sky will explode... 


“A whole new market 

ls ready to bloom now. 

The world will make room now 
For a car so fine 

They'll say, if this is the Edsel, 


Make it mine! All mine!” 


Larry Doyle enters, puts his hand 
on the car: 

“This car didn’t let you down, did 
it? 

“And we're not going to let it 


down, are we? 


Marketing Editor 


Then, for a fresh point of view— 
from one who “hasn't lived with the 
car as long and as closely as we have 

and who can exaluate its ‘sex ap- 
peal’ "’—he introduces Joie Harrison. 
As marketing editor of Harper's 
Bazaar, Miss Harrison is “a very 


et us help make your next 
sales meeting the best one yet — 
at WORLD-RENOWNED 


. 
as 


THREE LAKES, WISCONSIN- 
atha on a chain of 


parable 
indoor 


In the land of Hiaw ‘ 
27 pine-rimme a = — 

facilities plus , 
oo Neate baths, floor shows, 4 
~y d fishing. Sold out June, July, 
d September. Some desir- 
dates available during 
Fall color season. Open 


ing an 
August an 
able October 
the gorgeous 
year ‘round. 


Write or| phone us. 
NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 4811 
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authoritative Eve.” 

She appears in a “Style in Action” 
film. In her office are such things as 
a lightbox, a stack of 8x10-inch Ekta- 
chromes of Edsel cars; a copy of 
Bazaar with illustration of ‘vertical 
look” fashion; a thick book of fabric 
swatches; women’s accessories, color- 
keyed for display on a mannikin. A 
bulletin board features Dior’s 1947 
“new look.” 


New Techniques 


Joie is dressed chicly in gray, with 
red accessories. Her business, she ex- 
plains, is “style in action . . . to de- 
velop new merchandising techniques 
and marketing concepts, which will 
afford products exposure in new and 
unexpected areas . . . such as auto- 
mobiles, through the powerful chan- 
nels of fashion.” 

She mentions the “new magic (of ) 
styling up.” It appears in living rooms, 
offices, stores and in “your wonderful 
new Edsel.”” Photographs of the Cita- 
tion four-door hardtop gets her ec- 
static over “understated elegance . . . 
so completely — so differently 
NEW!” 

And after riding in it, studying it, 
touching the upholstery, Joie con 


—— 


Florida’s Famous 


Hotel Ponce de Leon 


A distinguished hotel 
with excellent 
meeting facilities .. 


... for groups that demand the 
finest. 18 hole championship golf 
course, Olympic Swimming Pool. 
Many other sports. De Luxe accom- 
modations for 330 

Please communicate with Edward 
G. Flather, Jr., Manager. P.O. Box 
1291, Saint Augustine, Florida. 

Opening Winter 1958: the de- 
luxe Ponce de Leon Golf and Motor 
Lodge, with top facilities and accom- 
modations for 140, 


Hotel Ponce de Leon 


) _ SAINT AUGUSTINE, FLORIDA 
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cludes: “‘Here, at last, is a line of cars 
styled up to the standards of the 
woman who cares 
cidentally, buys.”’) 


(and who, in- 


As she talks the camera dissolves 


to a red hardtop Pacer. (She traces 
style 
“look.’’) 


evolution since Dior's 1947 


The filmed expert Adam to the 


filmed expert Eve is ‘Tom MeCahill, 
automotive editor of Mechanix Illus 
trated. \n 
virile McCahill puts Ford’s new baby 
through terrific paces on hills, across 
fields, 
hanging to the upper rim of saucer 


“Edsel in Action,” the 


over proving grounds, and 


FACILITIES 


tracks. When he gets back, he has 


some nice things to report. 


Live Car Again 


Again the orchestra plays, “This Is 
the Edsel,” and again the audience 
sees the live car. Doyle enters and 
stands beside it: 

‘To the question, “How much?” he 
answers that “it just isn't good busi 
ness to reveal firm prices before an 
nouncement time.” But prices on all 
four lines would be “fully competi 


tive’’—all the way from “just above 


at State iA ee 


a? - e 
WOMEN’S BUILDING 


45,300 SQUARE FEET 
of year-round 
AIR-CONDITIONED EXHIBIT SPACE 


oul 


L_ LJ 


The modern, efficiently appointed Women's Building is one 
of the nation’s largest ait-conditioned exhibit halls. With 45,300 
square feet of exhibit space in one huge area, it often is utilized 
for sinall or medium sized trade shows (partitioned easily into 
four closed sections of equal size) and just as frequently is con- 
nected to the nearby Electric Building for a total square footage 


of 85,000. 


The Women’s Building, like other facilities available for 
reasonable rental in beautiful, centrally located (10 minutes from 
downtown Dallas) State Fair Park, is within easy access to three 
auditoriums accommodating lecture meetings and demonstrations 


of from 200 to 4,000 people. 


Whatever the size of your next meeting or show, the chances 
are State Fair Park in Dallas is your best meeting place. For com- 
plete information, write Sales Department, State Fair of Texas, 
P, O. Box 7755, Dallas 26, Texas. 


_ STATE FAIR OF TEXAS - DALLAS 
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FOR ALL CONVENTIONS 
LARGE OR SMALL 


Yours on a 
Silver Platter 


Opening December Ist the most modern, advanced and fully equipped 
600.1o0m convention luxury hotel in the entire South. DESIGNED ESPE 
CIALLY FOR ALL CONVENTIONS—REGARDLESS OF SIZE 


35.000 sq.ft Exhibit area. Mammoth 21.000 sq. ft. Auditorium (seating 
1,500) can be partitioned for smaller groups. 12 Meeting Rooms for 25 to 250 
persons Unmatched convention equipment PLUS the know-how of an expe 
rvenced departmentalized convention staff your guarantee of a perfect 
meeting. Every modern resort hotel facility... 2 king-sized swimming pools 
2 blocks private ocean beach 4 dining areas...2 nightclubs... etc 
ours to command. WRITE, WIRE or PHONE DICK ELTERMAN, Direc 
Sales, for full information on HOW THE DEAUVILLE CAN BEST 
SERVICE YOUR CONVENTION NEEDS 


ON THE OCEAN AT 67th STREET © MIAMI BEACH, FLORIDA © TELEPHONE UNion 6-9753 
DvV-719 


HAVANA or NASSAU 
via 5/s FLORIDA from Miami 


HAVANA $ NASSAU $ 
Round Trip plus Weekend gins 
. (Every Mon. and Cruise Every tax 
Make these funpacked wae SEN? Fitdey 9 PR. 
Havana or Nassau Cruises INQUIRE ABOUT SPECIAL GROUP PLAN 
a part of your program Arrange for your Members to come a few days early . . . or 
to help build Florida stay later for needed relaxation . . . by sailing overnight 
Convention to gay Havana or colorful Nassau . . . with delicious meals in 
air-conditioned comfort . . . deck chairs . . . cocktail lounge 
Attendance and bor... dancing . . . all included in the low-cost fare. 


Write for Complete Information .. . But De lt Now! 


P & O STEAMSHIP COMPANY e P.O. BOX 1349 © MIAMI 8, FLORIDA 


GULF HILLS 


DUDE RANCH AND COUNTRY CLUB 
A 700 acre vacationiand, |8-hole championship 
golf course, heated pool. Planned entertainment 
wagonloads of dude ranch activities, lusty ranch 
style meals and room with private bath in 
- cluded 
in rates 
GULF HIL serin 
at $12. 
DUDE RANCH AND GOLF CLUB 
OCEAN SPRINGER mina. 
Send for Color Folder | Dick and Gladys Waters, Hosts 


the lowest to just below the highest.” 

A more vital question: “How're 
we going to go about selling the Ed- 
sel ?” 

As the orchestra plays the last 16 
bars of “This Is the Edsel,” the audi- 
ence files out to the men’s room for a 
10-minute stretch—with this thought 
very much on their minds. 


Overture Repeated 


For Act II the overture is repeated 
one minute after the warning signal. 
House lights are cut to one-quarter 
and then go out, as curtains open on 
an Edsel dealership and the number, 
“Once in a Lifetime.” Stars are Mr. 
and Mrs. Dealer (ex-Adam and 
Eve); chorus is dealer employes. 
They sing of the thrills of being con- 
nected with Edsel. 

Larry Doyle comes on and con- 
firms everything: “Once in a life 
time” isn’t just a “catch-phrase. . . 
There’s such a tremendous interest 
built up—-pent up, if you please—to 
see and drive the Edsel.” 

But ‘we've only one chance to kick 
it off right.’”’ Customers Adam and 
Eve must be “hit” right. ‘They must 
“believe what you have to say.” 

As he leaves to round up the next 
speaker Doyle urges the dealers to 
“listen to our friends and future cus 
tomers—Adam & Eve.” 


In the Market 


Curtains open on a newstand. As 
they turn the pages of magazines, 
Adam and Eve sing, ““We’re in the 
Market.”’ 

They want a car that “we can be 
sure is all that it claims to be.”’ 

Comes a musical .interlude, full of 
such superlatives as sweetest, loveliest, 
fleetest, lowest, classiest and un-sur- 
pass-iest. Then: 


(Both) “We're in the market, 
Yes, we're in the market 
We listen and stare 
ind shop and compare and 
roam 
And all we want 
Is to buy a car 


And drive the hell home!’ 


The podium swings around. Bob 
Copeland enters it. 

Edsel’s advertising and promotion, 
he emphasizes, will ‘‘not be guilty of 
hullabaloo—and the unbelievable use 
of superlatives.” 

Coupled with parent company ad- 
vertising, however, Edsel’s will get 
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Wester T. Keenan, General Manager. Offices: New York, 

Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 

SUperior 1-0420; Washington, D.C., MEtropolitan 
8-3492: Miami, FRanklin 9-7852 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer 
CLIMATE AT THE 


s a GB. 


AUGUSTA, GEORGIA 
'@olf Capital of the Notion” 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
@ oll restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 


Raiph Bresheors, Managing Director 


\ 


SM/SEPTEMBER 6, 


~ 


1957 


“double — strength”’ approaching | 
“atomic sales power.” But instead of 
making “our advertising and promo 
tion exciting as such... we are try 
ing to present an exciting 
bile.’ 


The Finest 


Convention Facilities 
automo P 
in 20 leading cities 


Uses 50 Slides 


With the help of 50 slides, Cope- 
land shows Edsel’s first national ad- 
vertising in Life—four two-page | 
teaser spreads between July 22 and 
Sept. 2: “Lately mysterious 
automobiles have been seen on the 
roads; “A man in your town (the 
new Edsel dealer) recently made a 
decision that will change his life;” 
‘These carriers with covered cars 
are headed in your direction” (20, 
000 Edsels, produced in six Ford and 
Mercury plants, were in dealers 
hands by Sept. 4); and “You will 
shift the Edsel without lifting your 
hands from the wheel.” 

Much of the “suspense,” Copeland 
explains, stems from the “careful, in 
genious and program di 
rected by (Edsel’s) public relations 
department,” under C. Gayle War 
nock. He shows popups of magazine 
covers featuring Edsel stories. 

What counts, Copeland 
sizes, is not merely “numbers or 
dollars” but “attitudes and people.” 
No ad, or promotion piece, or train 
ing program “by itself . can give 
an Edsel demonstration—or sign an | 
Edsel order. It takes at least two 
people —you and the prospect you 
want—to make a customer.” 


some 


® Air-conditioned function rooms 
® Heart-of-city locations 


© Outstanding accommodations 
for groups large or small 


~ 
6 
« 


» 
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persistent CALL YOUR NEAREST ALBERT PICK HOTEL OR 


MOTEL FOR FREE TELETYPE RESERVATIONS 


Birmingham, Ala Pick-Bankhead 
Canton, 0.... Pick-Belden 
Chicago, Ill... Pick-Congress 
Cincinnati, 0......... 
Cleveland, 0... 
Columbus, 0 

Dayton, 0 

Detroit, Mich.......... 
Evanston, lil... 
Flint, Mich.... 
Indianapolis, Ind 
Minneapolis, Minn 
Pittsburgh, Pa.. 
St. Louis, Mo.. 


empha 


Pick-Carter 
Pick-Fort Hayes 
Pick-Miami 
. Pick-Fort Shelby 
Pick-Georgian 
.Pick-Durant 
Pick-Antlers 
Pick-Nicollet 
. -Pick-Roosevelt 
Pick-Mark Twain 
Pick-Melbourne 
South Bend, Ind........Pick-Oliver 
Pick-Fort Meigs 
Topeka, Kan............ Pick-Kansan 
Washington, D.C........Pick-Lee House 
Youngstown, 0..........Pick-Ohio 


ALBERT PICK MOTELS 


Chattanooga, Tenn......Holiday Inn Hotel 
Colorado Springs, Colo... Holiday Inn Hotel 
Miami Beach, Fla........Albert Pick Hotella 
Natchez, Miss . Holiday Inn Hotel 
Portsmouth, Va Holiday Inn Hotel 
Rockford, III Edge-0'-Town Motel 
Terre Haute, Ind.. Holiday Inn Hotel 


Car Demonstration 


Visual reveals salesman demonstrat 
ing and then signing up Mr. Adam 
and Mrs. Eve from the cast. Turn 
table revolves to exit Copeland. Cur 
tain opens to show Adam and Eve at 
the same newsstand. They do the 
number, “This We Like.” 

They start offstage, and 
“freeze.”’ Larry Doyle 
looks at them and then at the audi 
ence: “Adam and Eve liked what 
they saw but, as you can see, they're 
not going anywhere.” He 
downstage as curtains 
him: 

“People have every intention of 
going to see the car’’—but they will 
need more than an ad or two to pro- | 
pel them. “Somebody” must get them | 
in—‘show them what Edsel can do 
appraise their car and . 
sale,” 

Even more important than selling, | 
however, is “making money.” He 


then 
enters and 


comes 


close behind 


P close the 


ALBERT PICK HOTELS 


General Seles Office—20 W. Wacker, Chicago 6 
Hew York Sales-——60 £. 42nd S1., H.C. 17 


.-Pick-Fountain Square 


NOW — ONLY ONE HOUR 
FROM NEW YORK CITY 


and ‘most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


MEETINGS - CO 
AND SOG) 


BERKELEY-CARTERET 
Y PARK, M 4, 


For an ex- Le 
ecutive session 
of 6, or full-scale 
convention of 600, 
you'll find the type of set 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment, All sports facili- 
ties. Fireproof. 400 outside rooms 
OPEN ALL YEAR 


v.Y.WOrth 2-4018 
elsewhere, call Asbury Park 


PROSPECT 5-5000 


AOMPOCLLULOLLLIAA AMAA AM AAA A¢ Mz MMM «Maat ible 


accommodations 


in Inn, Lodge or private cot- 
tages at special group rates. 


meeting facilities 


for 20 to 350 people, modern 
meeting equipment, banquet 
and bar facilities, experienced 
staff, 
sports and fun 


swimming in lake or pool, 
Bath and Tennis Club, chair 


lift, riding, golf—dancing, en- 


tertainment. 


transportation 


by air, rail, bus or car over 
excellent Route 11. 


ra vant 
Tremblant 
“4 Lodge 


. ot Mont Tremblant 
M7 . P.Q., Canada 
ontreal 


Siegfried Faller, Jr., Sales Mgr. 
Tel: &. Jewite 63 


90 miles 


urges these dealers most of them 
veterans of Ford and other manufac- 
turers—to “do the things you did 
when you first went into business: 1. 
Establish your name; 2. Build brand 
3. Maintain balanced 
used car operation, and 4. Develop 
your service department.” 

The Edsel, Doyle emphasizes, must 
create its own identity with the pros- 
pects behind the wheel: It “isn’t like 
a Dodge, that people have come to 
think of as an older person’s car . 
or an Oldsmobile, that the public con 
siders a youthful, hot car ‘ 

And though Doyle does not say so, 
the dealer can hardly hope to keep 
alive just on new Edsels. He must 
develop his used-car and service oper- 


acceptance ; 


ations. 

In every Edsel district is a man- 
agement services department to help 
make money. Larry Doyle 
concluded: “I will not wish you luck, 


dealers 


gentlemen. | wish you instead good 
profitable selling.” 

Curtain opens on the ensemble of 
an “Edsel 
and dancing “Green Light.” 

Doyle reminds the 
audience that the green light means 


dealer's people,” singing 


reenters and 
go ahe ad. 


“Now we're going to hear from 
the gentlemen who gave us the go 
ahead; four men who have lived the 


I-dsel 


and can be counted on to see that the 


story since its inception 
green light continues to throw a long 
bright beam.” He introduces Henry 
Ford II. 

‘The president film ) 
the “big mutual stake” of dealers and 
company in this venture: the brains 
and effort, time and money which al- 


ready have gone into it. He 


(on stresses 


praises 


LAWRENCE REGAN and Joe Stefano start 


minor changes when first show is over. 


the car and Edsel division’s ability to 
build, “in an amazingly short time, 
‘ a strong, young dealer group. 
... Lhe entire Ford Motor Co. is 
with you,” 

Chairman Breech (on film) re- 
calls his 11 years with the “new” 
Ford company; mentions its new fa- 
cilities (some $3 billion of them in 
this period ), processes, new and more- 
strongly-developed functions, and its 
improved products. Both Edsel divi- 
sion and company staff people stand 
ready to help dealers to solve their 
problems. 

Vice-President McNamara (on 
film) cites “three ingredients which 
will determine financial 
you and for us: 

“1. An outstanding product at a 


success for 


competitive price. 

“2. A healthy economic climate.” 
(Ford’s Economic Studies Depart- 
ment has looked at 1958 and found it 
good, ) 

“3. A strong, aggressive and profit- 
able retail-selling organization.” 

‘Today, the industry 
over-emphasizes price, he says, instead 
of selling ‘product and service. Here 
lies the great competitive opportu- 
nity.” 

Last of all (live) Dick 
Krafve: The combined investment of 


motor-car 


comes 
dealers and company in Edsel, he 
shows, stretches into nine large digits. 
“In one month we'll begin to see how 
our investments are paying out 
yours and ours.” 

With the “big things” already un- 
der way, success may be built on the 
“little things: . . . the way you stage 
the cars and show the features; the 
reception you give to the interested 
people coming into your showroom ;” 
the “pride’”’ of sales people in the car, 
and their willingness to answer “even 
foolish” questions. 

Then there are the details of serv- 
ice, of “handling 
plaints; of controlling the little leaks 
in your costs and overhead; watching 


customer’ com- 


your parts inventory; carefully select- 
ing your cars for stock. . .” 

E-dsel’s general manager concludes: ' 
“T would like to close this meeting 
... by telling you how we, of Edsel, 
feel about our relationship now and 
for the future. We are not behind 
you—we don’t think that way—we 
are with you, and we intend to stay 
that way.” 

The curtains part to reveal the 
new car turning on the Stage. k-ve is, 
at the wheel and Adam beside her. 
The ensemble is grouped around the 
car singing “This Is the Edsel.” 

The regional manager brings Ed- 
sel’s birth enactment to a close. 

The End 
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MIRACLE KITCHEN star is a mobile floor cleaner which darts out from a base 


cabinet recess to scrub, rinse and dry the floor. Controls are in planning center. 


Not Even a Flood Stops 
The “Miracle Kitchen’ 


RCA Whirlpool electronic kitchen exhibited 60 different 


places without missing a single date. 


Jockeyed across 


country, exhibit will eventually be seen by over a million. 


An electronic marvel of the future, 
RCA Whirlpool’s “Miracle Kitchen,” 
has been awing housewives and 
kitchen-conscious husbands at major 
fairs, expositions and shows through 
out the country, since it began an 
extended tour last January. One of 
the most ambitious traveling shows on 
the road, it tours in two units, each 
of which is an identical electronic 
kitchen of tomorrow with separate 
itineraries. Each is housed uncrated 
in a 35-foot moving van, specially 
fitted for transportation of these deli 
cate kitchens, 


No Dates Missed 


‘The two units have moved cross 
country and back again, loading and 
unloading more than 60 times. Not 
a date has been missed. 
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At mid-summer a 15-minute live 
demonstration had been presented to 
more than a half million people. Sohn 
H. ‘Trux, assistant general advertising 
manager, Whirlpool 
says that while the tour has been 
costly, Whirlpool feels that the cost 
justified in 


Corp 


Seeger 


per thousand has been 
terms of the overall selling job to so 


large a number of consumers. 


Excitement Created 


“We are able to cite a number of 
examples where product turnover can 
be traced directly to the excitement 
created by the kitchen,” he says. 

Back in 1956, when plans for the 
exhibit were first under way, Whirl 
pool’s advertising and sales promotion 
staff talked with North 
Van Lines’ manager of 


Americ an 
industrial 


Virgin ia 3 Most 


Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 
Managed and Tastefully - Appointed 
Hotels. 


fe! ohn Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 
AIR-CONDITIONED Virginie Reem, os mele 

lobby fleer, seats up te |,000. 
AIR-CONDITIONED Patrick Henary-Stonewel 
Jeckson Reom (600). 

AIR-CONDITIONED George Wythe Reem (180). 


ROOF GARDEN accommeodetes 500. 5 edditicee! 
AIR-CONDITIONED CONFERENCE ROOMS. 


600 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


rv ‘ 


Chamberlin 


Old Point Cornfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 


Virginie’s East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroc Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Reet Garden 


300 Beautifully Furnished Rooms, All Outside, 
ecch with privete beth. 


OPEN ALL YEAR 


Nt MO nL 


RICHMOND HOTELS, INC. 


RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Reoms. Rotes from $3.50 


HOTEL RICHMOND 
300 Rooms. Rotes from $4.00 


HOTEL WM. BYRD 
200 Rooms, Rates from $4.25 


Write for FREE, Interestin Brochure, 
Giving Full Convention Facilities in De- 
tall and Ficor Pianti 


TWX Connects all 5 Hotels 


. in the Air... 
b Mi akes a Miatpe blidk 


‘a you wow Ader hat itha 
ething is once you’ ve made the 


‘Seattle Headquarters for sales meet. 
“ings and conventiohs it’s ‘the atmos 


 heartiest approva ‘ Whether your 
“meetings are large or small, they are 


Me major importance to us! | al Y 


Wy SeeOea bdr atl Pot | 
A { “ 4 no wonder that hn beat 
if MOTEL NEW WASHINGTON lis pre- 
“levred by leading national firms such 
as A.0. Smith Corporation and Philco 
fo their 05 NRA Assoc- 
Hy iations also like the Text lend Apparel 
i) /\edustey, j heada arter | here during 
the Wa “market we $ each pea You'll 
ah re 4 it 09.) ‘ ince you've tried it! 
NLS if’ ' 


WASHINGTO 
| SEATTLE, WASHINGTON 


uM Travel Agent 


OWNER.-OPERATOR Louis McDermott and helper loads display. Careful planning and 


use of double deck permit one entire unit to be moved in a single 35-foot van 


sales, Harold S. Bechert, and afte: 
careful cost and handling corepari 
sons turned its transportation prob 
lems over to the long distance moving 
company which took on the responsi 
bility for getting the Miracle Kitch 
ens where they should be on time and 
ready for set-up. 

‘Transportation arrangements for 
the tour were designed for a strict 
schedule. ‘Two North American 
drivers, Louis Trompeter and Louis 
McDermott, both veterans in the 
moving business, were permanently 
assigned to the two traveling units. 
For the past 10 months they have 
traveling 
as an actual part of the production 


staff. 


been living with the tours 


Show Standouts 


William R. Vitous, manager of 
Miracle Kitchen Unit No. 1, says, 
“The RCA Whirlpool Miracle 


ve his year meet someplace different 


Pian your Convention or Meeting in the beautiful, world-famous Land 0’ 


Lakes region of Wisconsin 


wv train 
King's Gateway 


Convenient—easily accessible by air, auto 


Hotel and inn has alli modern tacilities for Meetings 


with no outside interferences, plus planned year-round recreation. 


I’rivate golf course 


- tennis horseback riding — excellent fishing -— nightly 


dancing and entertainment Fall and winter sports include skiing—3 ski 


tows =(instruction 
ek \joring—ekating— ice fishing—hunting 


tobouganing 


all necessary equipment available)—enowshoeing 


Meeting and Dining space to accommodate groups up to (50 persons 


American Pian availiable 


All inquiries appreciated and answered promptly 


Write john J. Garber, General Manager, Telephone: Land 0’ Lakes 26// 


me KING'S GATEWAY 
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Kitchen traveling displays have been 
standouts at each and every exposition 
No small part of this su 
cess is due to Lou Trompeter’s ability 
to adapt himself to the situation at 
hand. He handles the display so that 
not even the slightest damage comes 
to the unit during handling or in 


or show. 


transit.” 
Traveling Billboards 


Kach van was prepared to specifi 
cations. ‘They are painted to serve as 
traveling billboards for the show. In 
side the giant vans, the display is 
loaded on double decks arid the elec 
tronic control panel, which is the 
kitchen’s brain, is fitted in a special 
brace in the center of the van. All 
components are carefully padded and 
tied. 

‘The kitchens feature all the ele 
tronic marvels of the future. ‘There 
is remote television to other parts ol 
as well as menus which are 
color projected on the walls, and a 
mobile floor cleaner that at the mere 


the house, 


press of a button comes out and 
sweeps the floor. By a wave of the 
hand, the housewife can command a 
refrigerator to move down from a 
wall cabinet to convenient reach-in 
level. One of the most intriguing fea 
tures is the meal maker. An oven 
with automatically controlled time 
and electronic energy descends to 
counter level, then rises again for 
A menu selec tion 
control at the center will activate a 
completely automatic meal by moving 


ultra-fast cooking. 


selected prepared foods from cold 
storage to compartments tor cooling, 


warming or cooking. 
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The kitchens are, in effect, giant 
test tubes. Consumer reaction to these 
revolutionary kitchens will play an 
important role in the future plans 
and products of the appliance manu- 
facturer. 

In the past months, the show has 
met some tight schedules. The move 
from a showing in Pueblo, Colo., to 
another date in Sacramento, Cal., was 
perhaps the closest squeeze so far. 

The Pueblo show struck at 10 pM, 
Aug. 24. The Sacramento show was 
due to be set up and operating by 5 
pM, Aug. 27. That gave drivers less 
than three days to load and unload 
and travel 1,219 miles. Striking and 
loading usually takes two days and 
the drivers, by ICC regulations, are 
not permitted to work for more than 
10 hours in any 24-hour period. The 
trip, itself, would take three days. 

North American assigned a relief 
driver so the van could roll straight 
on through to Sacramento. Emergency 
equipment was spotted at agencies 
along the way in case mechanical 
trouble developed. 

Another time, the show ran into 
trouble with Nature. While on dis 
play at the auditorium in Oklahoma 
City, the exhibit was hit by a tornado 
and resulting floods, with extensive 
damage. Another showing was com 


mone and 


MNOAL 


The Cavalier 
is the 
Convention 
Choice 


for the many more recreational attrac- 
tions of a pleasure resort combined 
with convention perfect facilities. 


Gordon M. Shoemeker 
Managing Director y, 
> 
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VIRGINIA BEACH, VA, 
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ing up at the North Montana State 
Fair in Great Falls. Whirlpool ar- 
ranged to send all replacement parts 
from various sections of the country 
to North American’s warehouse in 
Great Falls, which is the moving 
company’s Alaska terminal. Damage 
was repaired there, new parts sub 
stituted and the show opened on 


schedule. 


For Extensive Tour 


To plan an extensive tour, an ex 
hibitor should provide the’ moving 
company with the size, weight, value, 
and itinerary of the show early, says 
Harold Bechert. “It is even more 
helpful, however, if the mover is in 
on the original routing plans to make 
certain a realistic schedule is set and 
to share its experiences from othe: 
shows. With a good advance itiner 
ary, it is easy to schedule vans well 
in advance.” 

In planning the schedule, one day 
is usually allowed for setting up and 
one day for striking the exhibit when 
the show is over. 

“Keep in mind that vans travel 
an average of 350 miles a day when 
figuring out schedules,” Bechert cau 
tions. 

Secret for a traveling show's suc 
cess is in cooperation and coordination 
of the whole program by the exhibi 
tor, transportation firm, builder and 
designer, says Bechert. ‘This was the 
case with the Whirlpool tour. 

Before this year is out, Whirlpool 
reports, the kitchens will have “play 
ed” to about 1,250,000 people. “And 
while our cost is infinitely higher for 
this number of people, than, let’s say, 
for a page in a major consumer maga 
zine,” ‘Trux reveals, “we have been 
able to give many, many people excit 
ing, live trips into the future and 
while doing it have impressed them 
with the quality and beauty of RCA 
Whirlpool appliances 

The End 


Meet ona 
Tropic Isle? 


Wore famous Roney 


gardens and vast oceanfront 
expanse will take you out of 
a crowded, noisy world to a 
secluded tropic isle—yet right 
in the heart of Miami Beach 
At the Roney, your meetings 
will enjoy complete privacy 
ind — personalized attention 
Roney facilities are ideal 

for meeting and banquet 
large and small groups 


P.S. Send for our Roney 
Ineer five Plan 


method of making your 


a new exciting 


sale s graphs oom 


Write G. David Schine, President 
General Manager, Schine Hotels 


@) .. RONEY PLAZA 


7 ACRES ON THE OCEAWFRONT AT 23rd ST. MiAM! BEACH 


Nobody, but nobody, ever 
passes up the chance to attend 


a convention or group gathering in 


Write: 
CONVENTION BUREAU 
320 WN. E. Sth St. 
Miami, Florida 


the one 


the only —the glamorous 


more-of-everything Miami 


ADM's secret of complete 
audience involvement at its 
annual workshop for paint 


industry is... 


SKITS OF EACH TEAM ties in with showboat theme. Guests were called “Colonel” and 


teams adopted colorful names: Cotton Blossoms, Memphis Belles, Natchez Queens. 


Team Planning and Team Operation 


or the seventh straight year 
Archer-Daniels - Midland 
an international processor of agricul 
held its 
Sales 


Company, 


commodities annual 


W oods 


tural 


North \lanagement 


IN 90 SECONDS guest describe “Have a 
Coke with Us" promotion to keep customers 
in store. Points given for best ideas, ‘Bell 
ringers, which are asked for twice a day 
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Workshop at Maddens’ Pine Beach 
Gull Lake in northern 

ADM _ welcomed 66 
from the paint industry 
who had journeyed from 24 states and 


Lodge on 
\linnesota. 
executives 


two Canadian provinces, in addition 
to 40 of its own sales management 
people. 

Purpose of this annual three and 
one-half day event is to provide a 
medium through which paint manu 
facturers can meet and exchange 
ideas for bettering the entire paint in 
dustry. ADM goes on the assumption 
that it first must help customers ob 
tain a larger share of the consumer 


dollar 


( reased sales. 


before it can benefit in in 


Involvement Is Key 


ADM. feels that the key to the 
repeated success of the workshop is 
in involving everyone. For instance 
six months prior to the workshop, all 
workshop alumni receive a question 
naire in the mail. Using a list of sub 
jects compiled from agendas of Ame 
ican Management Assn., National 
Sales Executives and National Indus 


trial Conference Board, each alumni 
is asked to check the five which are 
currently his biggest problems. 


Teams Assigned 


When the questionnaire 
are in, ADM personnel are split into 
three groups. First of these 
three groups further breaks itself 
down into smaller sub-groups called 
“teams.” 


returns 


major 


ach team is assigned one 
of the five problems for development 
into a subject for discussion. ‘hese 
their team cap 
tains, begin a search for a technical 
advisor—an authority on that particu 
lar subject. When the technical ad 
visor is found, he, together with the 
team captain and ADM team mem- 


five teams, lead by 


bers, sit down and begin developing 
a “buzz group” outline on each of the 
It is also at this point 
that the original spark of competi 
tion between these five teams begins 
to kindle. 

While the first 
settling down to the task of develop 


five subjects 
major group 1s 


ing its buzz group outlines, a second 
major group begins developing and 


BY CARL LUTHER and MILTON E. ADAMS 
Sales Training Dept., Archer-Daniels-Midiand Co. 
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IN COMPETITION with other four teams, this group of guests presents its versions of its 
subject. Imagination substitutes for scenery. (Backdrop is from another presentation.) 


planning a minute-by-minute schedule 
of the workshop. Next to “involve- 
ment,” timing is the most important 
feature of the workshop. For the 
three and one-half days of the actual 
workshop, guests and ADM _ person 
nel are kept on a time schedule that 
rivals a 90-minute ‘I'V spectacular. 


Equipment Group 


As the two other major groups 
swing into action, a third ADM 
group begins arranging for and 
accumulating equipment, which runs 
from large air-conditioned 
down to something as simple as staples 
for assembling transcripts. 


bi Isses 


FIVE TENTS were set up " 
for ADM Paint Sales Work 
shop. Discussions in the 


open-air meetings covered 
marketing, communications, 
human relations, sales train- 


ing and sales management 
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Approximately three months prior 
to the workshop, formal engraved in 
Vitations are sent out to approximately 
100 customers. As each customer a 
cepts the invitation, he receives a 
“thank you’ letter 
general information, such as_ hotel 
reservations and a note that he will 
receive more specific details just prior 
to the event. 


whi h contains 


Buzz-Group Outlines 


At the six-weeks mark, the guest 
begins to receive outlines that will 
be used in buzz groups as basis of 
discussion for each of five subjects. A 
three-ring notebook is furnished in 


which guests can keep all materials. 
At the four-weeks mark, each guest 
is assigned to one of the five sub 
groups or teams. He receives a letter 
from his team captain, who advises 
him of the competition he will have 
with the four other teams. ‘The team 
captain at this point starts building 
the competitive spirit among the cus 
tomer-guests on his team. ‘This com 
petition, which rivals that seen on 
the gridiron, Treat hes a climax during 
the actual workshop when the five 
team compete via the verbal route of 
skits, “Bellringet 


(merchandising ideas that can be ex 


songs, cheers, 
plained in 90 seconds) and other 
means for the workshop champion 
ship honors. 


“Showboat” Theme 


Overall theme for this year's work 
“Showboat.” All 
“Colonel,” and the five 


shop was guests 
were called 
teams carried such colorful names as 
Mark ‘Iwains, Cotton Blossoms, 
Memphis Belles, Robert I. Lees and 
Natchez 


plays, skits and songs helped carry 


(Queens, Decorations di 
out the general motif throughout the 


entire meeting. 
Greeted by President 


On opening day of the workshop 
guests and ADM personnel met at a 
local hotel and were greeted by ADM 
President IT, L. -Daniels, and Dire 
tor of Marketing |. W. Moore. Prior 
to departing for Gull Lake 
conditioned busses, the entire 


was taken on a conducted te 


ADM lab facilities, where a new 
group of 75 ADM research personnel 
briefly explained the company’s re 
search facilities and programs. 


Fish Fry Opener 


Upon arrival at the North Woods 
destination, the workshop goers en 
joyed a “get acquainted” fish fry be 
fore settling down to a thoroughly 
planned program covering the five 
subjects. ‘The five subjects and their 
ontent were: 


Discussion of Techniques 


1. Sales supervision: A discussion 
of efhcient and reliable techniques for 
upervising salesmen as one method 
of increasing their sales effectiveness, 
Techniques included preparation of 
job = descriptions, salesmen rating 
forms, field contacts, curb confer 
ences and reporting of desired com 
pany data to and by salesmen. 

2, Developing a marketing pro 
gram: Outlined that the marketing 
plan (a) examines the major facts in 
a marketing situation of a product; 


(b) identifies the problems and op 


portunities in the situation; (c) pro- 
poses long-range Strategy to meet 
these problems and opportunities, and 
(d) recommends tactics of selling and 
advertising for the coming year to 
carry out this strategy. 

3. Training retail sales people: 
Offered conferees an opportunity to 
discuss ways and means of bettering 
performance of retail sales personnel 
who sell their products over the 
counter. 

4. How to be a smarter boss: 
Dealt with methods of achieving a 
better understanding of human rela- 
tions in daily working relationships 
with others. 

5. Communications: Emphasized 
how the development of communica 
tions skills can lead to all forms of 


business SUCCESS, 


Audience Involvement 


At each turn during the three and 
one-half days, every effort is made 
to involve each individual attending 
the workshop. As the workshop draws 
to a close, involvement has reached 
the 100% level. The workshop is 
brought to a dramatic close when the 
guests, via five separate humorous 


FOR MEETINGS 


skits, present and summarize the 
lessons they have learned on each of 
the buzz subjects. 


Edited Transcripts 


Before the guests board busses to 
return to Minneapolis, each receives 
an edited transcript of all buzz-group 
discussions. ‘This year the transcript 
represented 1,250 years of combined 
selling experience. 


Guests Happy | 


One of the guests, Clyde Smith, 
Vi-Cly Industries, Compton, Cal., 
summed up the feeling of his fellow 
guests at the end of the workshop by 
saying, ‘“The setting was good, the 
scenery was good, the food was good, 
the hospitality was good; but above 
all this, the care that has been dis 
played in the preparation of the de 
tails which went into making this a 
success is remarkable. Everything was 
organized so well that we could get 
the most out of every subject that was 
covered. Thanks many times over for 
the privilege of having been invited 
to attend this year’s workshop.” 

The End 


Canada offers a warm, friendly resort atmosphere right in 
the heart of Vacationland, Unlimited—perfect for getting 
things done at a small to medium-size meeting. 


FOR CONVENTIONS 
Canada’s cities boast large hotels and modern 


facilities. Montreal and 


uebec have a French flavor 


and excitement only Paris could match. 


PAIN 


PRM DRE 


POST CONVENTION TRIPS 


Canada’s magnificent outdoors offers camera fans 
the color shots of a lifetime. It’s great country for 


hunting, fishing, and winter sports. 
Je aie RIRN ome: 


TRANSPORTATION iS NO PROBLEM 


There are frequent flights to Canada from TCA’s 7 
convenient “gateway cities’ —New York, Boston, Cleveland, 
Detroit, Chicago, Seattle/Tacoma, Tampa. And TCA 
equipment is the ultimate in speed and comfort—includes 
prop-jet Viscounts and luxurious Super-Constellations! 


MAHE [7 CANADA this fall or winter 


ty } 
TRANS-CANADA AIR LINES 


MORE PEOPLE FLY TO CANADA WITH TCA THAN AMY CTHER AIRLINE! 


For information and convention 
planning assistance . . . contact 
your Travel Agent or the TCA 
Sales Manager in your city. 
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The SOra he, Chicago's Distinguished Hotel, enjoys one of the most envied 
/ 


locations of any hotel, anywhere. At its doorstep, the shores of Lake Michigan. In its background, 


Chicago's lofty skyscrapers and the very heart of Chicago's major business and shopping centers. 


Conventions go like clockwork! Here are 
four large air-conditioned meeting and 
banquet rooms with facilities for 750. Plus 
16 air-conditioned committee rooms, ac- 


commodating from 25 to 300 persons. 


700 quiet, air-conditioned rooms (with A x Fine Food is synonymous with The Drake. 


television, if you wish) are luxuriously The beautiful Camellia House offers 


appointed, beautifully maintained. dining and dancing every evening. Sea 


en Wins: Oneties enti teh thane, food connoisseurs from every corner of 
the globe praise the food in the charming 
Cape Cod Room. The Oak Room, over- 
looking the lake, features breakfast, 
luncheon and dinner at moderate prices. 
And for cocktails, you'll find The Garden 


Bar and The Coq d'Or delightful. 


A city within a city! In addition to its many services 
and staff of trained personnel, The Drake com- 
bines convenience to the downtown district with 
AT THE LAKE the added advantage of being well removed 
L. E. Schoenbrunn, General Menger from the stress and noise of the Loop. 
Dick Flynn, Vice-President in charge of Sales 
TELEPHONE: SUperior 7-2200 Teletype No. CG1586 
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OPENING SCENE from G-E's award winning film. 


G. E. Builds Meetings 
Around Audio-Visuals 


Six training sessions for distributor salesmen developed to 


blend latest film techniques with audience participation. 


Introductory film wins award; entire program well received. 


BY ALBERT BOYARS 


\udio-visual aids in industry have 
added a new dimension to the class 
room technique, “To the salesman, it 
the marketplace ot idea 
and to industry, as the catalyst of 


erve a 
understanding. [hese elements bind 
both in a common denominator 
Demon trating thi method as a 
eans for increasing sales awareness 
| lube Depart 


ind impact, Receiving 
Components Divi 


klectroni 

on, Greneral Llectric Company, con 
ted with Transfilm Incorporated 

a package of audio-visual 
umed at distributor sales 
ng the electronics industry. 
this came the G-. Distributor 


Development Program which 


ludes a sales promotion film, 
Through the Looking Glass,” and a 
er of recordings and sound slide 
film 
Not only did the film prove to be a 
et ind a guiding force, but it also 
won the highest citation, the coveted 


(jolden Reel Award, for 16mm films 
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in the United States and Canada, at 
the Film Council of America’s Ameri 
can Film Assembly last April in New 
York City. This was the second 
CGjolden Reel honor for Transfilm and 
(3... who were cited for “The Story 
of Light” produced several years eat 
lier. 

How the results of this unique and 
profitable sight and 
sound were made possible is the story 


venture into 
of General Electric’s foresight and 
‘There is no 
better exemplification of this philoso 
phy than the motto by which the com 
pany is known: “Progress Is Our 
\lost Important Product.” 
Preliminary 


faith in new horizons. 


groundwork 
Iransfilm at 
the field level, studying G-E’s prob 


subject Was begun by 


lems of distributor sales through a 
tual research. G-E distributors were 
visited in New York, New Jersey, 
Ohio and Massachusetts, Distributor 
salesmen were accompanied on trips 
‘Transfilm re 


to retail dealers by 


SCENE from one of six slidefilms for series of meetings. 


searchers and, after three weeks of 
intensive grass-roots investigation, a 
volume of material was amassed on 
distributor salesmen and retailer atti- 
tudes. 

The material was grouped, ana- 
lyzed and gathered into a presenta- 
tion. ‘Transfilm and G.E. entered a 
second phase of their discussions. ‘he 
two companies, after sifting the re 
search findings, proposed a “teaser” 
to introduce the entire program. Sug- 
gested was a motion picture that 
would bring home the secure knowl- 
edge and the bright unfolding future 
of salesmen in the growing electronics 
field. 


Added Impact 


Added to this was the concrete im- 
pact of six sound slidefilms and three 
recordings. Multiple-choice question 
and answer sheets, with a detailed 
analysis of both positive and negative 
factors involved in distributor sales, 
also were added as an important ele 
ment in the program. At three meet 
ings of the series, these forms are dis 
tributed to participants but are not 
returned. ‘hey serve only to indicate 
the viewer's reactions to the record 
ings and are a basis for the’ voluntary 
discussions which follow specific cases 
In three of the slidefilms 
a panel or veteran electronic 


presented, 
parts 
salesmen and sales executives discuss 
the very same questions put 

Both G.E. and Trans! 


belie, e that 


audience. 
an audio-visual progran 
of this type cannot attain its 
value without group discussion. 
Intangible as the preliminary 
cussions may have seemed then 
project became, in reality, the first 
this type of audio-visual aids 
used in the electronics industry. 
Pud Lane, vice-president in charge, 
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Havana in the Grand Manner 

in Cuba's newest luxury hotel... 

the HAVANA RIVIERA... 

Vedado on the Malecon, 

Havana, Cuba! 

Completely air-conditioned, 

with 400 luxurious rooms, 

each with ocean view... 

with Olympic pool, 75 cabanas, 

Solaria and Health Club, 

elegant dining rooms, 

spectacular Copa Night Club, 

magnificent casino, coffee shop, 

cocktail lounge, and 

Doble o Nada Bar, 

the HAVANA RIVIERA offers 

a whole new world of pleasure 

in one of the most fascinating 

cities in the world! 

Designed with group meetings 
. ‘ : : in mind also, it offers spacious 

HOT E L, ¢ A BA NA CLU Ba CASINO meeting rooms that wit flexibly 
and comfortably accommodate 
from 50 to over 500! 


For compiete information write or wire: JIM MILLS & ASSOCIATES: Miami: Congress Buliding «+ FRanktin 1-2573 
LEONARD HICKS, JR. & ASSOCIATES: Chicago: SOS N. Michigan Ave.» MOhawk 4-5100 / New York ¢ ity: 65 West 64 
Street + Circie 7-6940 Washington, 0.C.: 11465 19th St., N.W. « EXecutive 3-6481 Cleveland 
JOHN 4. TETLEY CO.: Los Angeles: 3440 Wiishire Bivd. « OUnkirk @-1151/ Gan Francisco 


Motel Cleveland « PRospect 1-7827 


Fairmont Hotei « OOugias 2-2022 


lidefilm Division, and William Burn 
ham, vice-president in charge of sales, 
were the ‘Transfilm team involved in 
the planning stages. John Thompson 
ot (5-E’s 
Receiving ‘Tube Department, and his 
associates, accepted the proposals en 
thusiastically. Work of creating a 
moving part out of the thousands of 
ingle hand-drawn pictures, record- 
ing and dubbing voices and sound 


ind reproducing figures on slidefilms 


distributor sales manager 


began 


As an adjunct to the motion pi 
ture and slidefilms, the two companies 


4 ) 
S perla live 


facilities, food and service! 
Acres of free parking space! 


leal 


for conventions up to 250—meetings 
and banquets up to 2,000 


Leader's Guide’ for 
executives in distributor firms who 
would serve as chairmen of meetings. 
The guide is, in effect, an instruction 
manual for conducting the Distribu- 
tor Sales Development Program. 


developed a 


Six Separate Meetings 


Included in the first meeting (there 
are six separate meetings to the sales 
program) is the film, “Through the 
Looking Glass,” which offers a glance 
at new products now incubating in 


ccomm *: ations 


Preferred by most companies for their Northern 


California conventions, meetings and banquets! 


FINEST 
Resort 
Hotel in 
San Francisco 


Bay Area! 


Hotel 


OAKLAND-BERKELEY 


One of 
California's 
Finest 
Resort 


CALIF Hotels! 


Just 20 Minutes from San Francisco 


Murray Lehr 
Managing Director 


THornwell 3-3720 | 
Teletype OA 520 


110 


electronics laboratories. This film 
“appetizer” gives salesmen an idea of 
what the industry holds in store for 
them. Following the film is a record 
ing titled ““The Case of Bill Clay.” 
After the recording is played the ques 
tion sheets are filled in and a group 
discussion, primed by “The Case,” 
weighs the subject of whether or not 
Clay lands the account. Later, a 
slidefilm, “The Panel Speaks,” is 
shown in which the “experts” discuss 
the questions put to the audience. 
Clay’s sales approach is reviewed in 
detail. 

Second meeting is composed of the 
slidefilm, “The Man With a Plan,” 
and illustrates how a salesman can 
plan his time, his calls and his presen 
tations. Here, too, informal discus 
sion is recommended. 

“The Story of Joe Casey” is the 
third presentation, consisting of a 
slidefilm showing how to help a 
dealer promote his business via met 
chandising, advertising and display. 
Also, it points up the importance of 
helping the dealer to understand rec 
ord keeping. 

A recording titled “The Case of 
Phil Petersen” is the fourth offering 
In this case, the story involves a sales 
pitch in which a salesman is faced 
problem of meeting. stiff 
Audience 
a slidefilm of the 
professional panel 
their answers to “The Price Obje 
tion.” It reveals, among other things 
that the service story is the best pos 


with the 
price competition. 
then 


discus 
sion follows; 


sales disc ussing 


sible answer to price objections. It 


puts the stress on value, not on price 

Fifth meeting describes “The Mys 
terious Ailment of Jim Dowdy.’ 
This slidefilm humorously illustrates 
a salesman’s dilemma and hammers 
home the axiom: “You can’t sell if 
you can’t close.” Dowdy, who has a 
polished sales approach, literall, 
freezes into a solid cake of ice when 
he has to ask the dealer for an order 
When all looks bleak, he finally de 
velops the proper “‘close’’ and _ lives 
happily ever after. 

Sixth and final meeting uses a re 
cording followed again by a discussion 
period and a sound slidefilm. Both the 
recording and the slidefilm are titled, 
“The Right Track for Sales.” This 
last meeting 1s a review and wrap-up 
of highlights of the _ sales-building 
series. It takes the form of an audi 
ence participation session built around 
this problem: What's your idea of the 
difference between the average sales 
man, earning around $6,000 a year 
and the man who earns $15,000 a 
year selling tubes and parts? 

G-E’s John Thompson states that 
the program was created for the sin 
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gle purpose of developing a high pro- 
fessional attitude among tube and 
parts salesmen toward the industry 
in which they sell, toward the prod- 
ucts they sell and toward the dealers 
they sell. To distributors and their 
salesmen, end results of this audio 
visual approach are of prime impor- 
tance. In helping the dealer to become 
a better businessman, one of the im 
portant aspects of the entire program, 
the distributor salesman helps himself 
to bigger sales. 

One G-E distributor in Indiana 
mentions the stimulus injected into 
the discussions following the audio- 
visual presentations. “The more the 
men discussed the questions, the more 
enthusiastically they argued in favor 
of their own ideas,” the distributor 
says. “About 90% of the men agreed 
the professional answers were the 
best.”” The other 106 —rather than 
disagreeing with the answers — had 
ideas to improve the presentation. 

An interesting sidelight that has 
proved its worth in commercials on 
television is the case in point of 
Transfilm’s award-winning animation 
used in the initial sales meeting. “The 
cartoon technique,” says J. A. Stew- 
art, G-E district sales manager in 
Minneapolis, “which was used to pre- 
sent the story of the typical distribu 
tor salesman, made it possible to tell 
an effective story without actually 
pointing a finger at any member of 
the audience.” 

“A high degree of enthusiasm” is 
how an Qhio distributor describes 
audience reaction to the initial pres 
entation. One of the reasons given is 
that the film and accompanying rec- 
ords spoke the “dealer’s language”’ 
and was not pontifical. One contrib- 
uting factor to the success of meet 
ings, according to a district sales 
manager, is the relaxed atmosphere of 
a dinner gathering at which the first 
meeting is held. Gifts and door prizes 
help pack the meeting. 

From Atlanta comes more of the 
same positive reaction. A lively dis 
cussion ensued, after the showing of 
the film and slidefilm, between sales 
men and distributor principals. “As 
a matter of fact,” states the group 
leader, “we had to call time on the 
subjects in order to get through with 
some other business at hand.” After 
the meeting, one of the specially in 
vited store managers from Savannah 
rose to state that in all the years with 
his company, this was the first time 
he had obtained so much information 
from any sales meeting. He was look 
ing forward, he says, to the balance 
of the film showings. 

“The main value of the program,” 
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writes another distributor from Flo 
rida, “was not what it taught direct 
ly.” It served primarily, he continues, 
as a “stimulation of discussion of 
ideas” in selling techniques. 

More than 7,000 distributor sales- 


men are expected to participate in the 


Distributor Sales Development Pro- 
gram. Since the program’s inception 
last year, hundreds of distributors and 
salesmen have evinced an enthusiasm 
far beyond the company’s expecta 
tions. As a result, other ventures into 
audio-visuals by G.E. are contem 
plated for the future. 

A more than cursory interest in sales 


“ ” 
Tho Vou Beit iw Enbibct Freilitios 
Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 


ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 


Vlew York 


demonstrations through the use of the 
audio-visual medium has also been in 
dicated by educational circles and the 
businesses outside the electronics in- 
dustry. 

Harvard University’s Graduate 
School of Business Administration has 
shown particular interest in the Dis 
tributor Sales Development Program, 
since the methods used by G.E. are 
similar to the tried and tested case 
method of instruction at the school. 
Ihe university is planning to use the 
films in connection with its sales man 


agement course 
The End 


DUANE W. CARLTON, President 


TRADE SHOW 
BUILDING 


EIGHTH AVENUE AT 35th STREET 
500 Eighth Avenue, N. Y. 1, N. Y. 


® 4 floors 

windows 
no dead ends! 

1 open floor of 18,000 square feet 

Acoustical ceilings 

6 hi-speed elevators plus heavy duty 
freight lift 

Modern lighting equipment 
A.C. 110 and 220—3 phase 

Crew of experienced personnel 

8th Avenue, 35th to 36th Streets 

Tunnel to Penn Station 

Adequate facilities for storage 

Restaurant & Beverage Facilities 
room service 

© Free tables, shelving, racks and chairs 

Spotlights —special peg-board 
display walls 

No gratuities for service 

Nearly 5,000 hotel rooms adjacent 

Center of Show Area 

Telephone in each room 
switchboard service 


COMPLETELY AIR-CONDITIONED 


LOngacre 4-4100 


200 rooms with display 
complete circulation 


-ample 


SWIG MANAGEMENT 
YOUR CHOICE OF 


=& 
GREAT HOTELS 


FOR $ALES MEETINGS 
IN THE WEST! 


SAN FRANCISCO, CALIFORNIA 


The world’s most enviable hotel location 
high atop Nob Hill. 7 distinctively different 
dining rooms and bars, world famous enter- 
tainment, 19 meeting rooms seat up to 1000; 
room accommodations for 600, European 
Plan rates 


flntters 


COLORADO SPRINGS, COLO. 
Completely modernized. Spectacular view 
of Pike's Peak—-summer and winter sports 
center, Pool, golf, riding, nightly entertain- 
ment and dancing. Wonderful food in 4 new 
restaurants. Good air and rail transporta- 
tion. Various meeting rooms seat up to 600 ; 
room accommodations for 450. Open all 
year European Plan Rates 


Slee 


HOTEL & SPA 
SAN BERNARDINO, CALIFORNIA 


Complete freedom from distractions in a 
2000-acre foothill estate, only an hour from 
Los Angeles. One of America’s most beau 
tifully appointed resorts. 2 swimming pools, 
golf nearby, tennis, etc, Various meeting 
rooms, including theatre. Accommodations 
for 300, Open all year. European Plan Rates 
Natural Spring Caves and masseurs! 


(Dission Inn 


RIVERSIDE, CALIFORNIA 
Historic charm in a modern setting. Hotel 
completely modernized with distinguished 
food in beautiful new restaurants. | hour 
from Los Angeles and Palm Springs. Mag 
10 meeting rooms 
Accommodations for 400, Open all year 
I uropear. Plan Rates 


FOR FURTHER INFORMATION— 


write the hotel direct or consult John A 
Tetley Company, 3440 Wilshire Blvd., 
Los Angeles; phone DUnkirk 8-115]; 
hairmont Hotel, San Francisco, phon 
DOuwlas 2-2022; Leonard Hicks, Jr. & 
tssociates, SOS North Michigan Avenue, 
Chicago 11, lil, Phone MOhawk 4-5100 


nificent pool, golf, et 


FURNITURE REMOVED from store and West" moved in by dealer in Florida. 


Dealers Sparked to Create 
Novel Kickoff Meetings 


With factory inspired enthusiasm, dealers show ingenuity 


in producing kickoff meetings for incentive convention in 


West. Western theme offers wide range of setting ideas. 


everybody 
the accounting department, get in 
volved in the incentive kickoft meet 
ings tor Niagara 
Adamsville Pa, 


from all departments radiate tron 


Therapy Corp 


the home ofhce to be on hand at de il 


ers’ kickoff meetings and bi ng the 


latest word trom the factory. 
“Everybody in the company is en 


thusiastic about our product and out 


including employes in 


Niagara employes 


ruture we can send out anyone 
home ofhce to talk stimu 
latingly about Niagara,” says Owen 
K. Murphy 


High spirit which seems to 


tron the 
president. 


meate Niagara was. evidenced 
dealer meetings to announce the in 
(Glenwood 


3] Aug. 4, At 


dealers and dis 


entive convention at 
Colo July 


their own 


Springs 
expense 


tributors onverted their showrooms 
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to Western settings or took their 
sales staffs to nearby hotels for cow- 
boy-motif meetings. 


Set Up ‘Ranches’ 


Some dealers removed all the fur- 
nishings from their stores and set up 
“ranches,”’ complete with corrals, sad 
dles and bonfires. One dealer rented 
a barn for his kickoff meeting. He 
hired a Western band and served 
chow from a chuck wagon. 

Niagara supplied dealers with 
sources of cowboy clothes and acces- 
sories but it was dealer ingenuity 
that gave ranch atmosphere to their 
meeting sites. At least one distribu 
tor included a Western breakfast to 
start the kickoff meeting early. 

Geared to the theme “The Big 
Roundup,” Niagara attempted to 
qualify as many salesmen and dealers 
as possible for its annual convention. 
In keeping with its theme, salesmen 
were awarded items of cowboy garb 
at these kickoff meetings and given 
additional items of Western clothing 
as they neared their quotas toward 
earning the convention trip. 

Actual | expense - paid convention 
trip included travel and hotel costs 
from Denver to Hotel Colorado, 
Glenwood Springs, and return to 
Denver. In order to defray costs to 
Denver from hometowns,. salesmen 
earned travel expenses as side prizes 
through individual dealer contests. 


Kickoff Meetings 


Dressed in cowboy clothes, Niagara 
home-office personnel attended deale: 
kickoff meetings throughout the coun 
try. Every executive of Niagara hit 
the road for these meetings and had 
an informal contest among themselves 
to see whose territory would qualify 
the most salesmen and dealers for the 
convention, 

To qualify, salesmen had to sell 
at least eight units a week for 14 
weeks. Items in the line had graded 
unit values from one to four. In addi 
tion to the trip incentive, Niagara 
had another. Top salesman in each of 


) 


/ districts could win the use of a 


brand new station wagon for four 
months. If the winner of a station 
wagon remained top man in his dis 
trict during the first four months, he 
earned the use for four more mont] 


If he remained top man for a year, he 
owned the station wagon. 
‘Transportation to Denver was an 
individual arrangement. Some deal 
ers and salesmen drove, some came 
by train, others lew. At Denver, the 
539 qualifiers were greeted on the 
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With A Little Theahe 


Perfect for Your Sales Meeting 


(]- MAIN FLOOR PLAN 
Geer Agew + } equipped theatre wit! 


SF THiTl/ ™ a = spring-<« ishioned seats; exhibit space 
Oren 


square feet adjacent 
16 air-conditioned meeting rooms 
ing 25 to o3 Excellent trade show facilities 
Closed circuit telecasts 
® Fine ban juet facilities 
French and American 


cuisine 


rooms. Air nditioned 


radio and televis« 


> 
yy) 


Soe 


‘\ 


Just two blocks fron 
the new Colise 

Midtown location a 
step to Radio City 
Fifth Avenue and 
Broadway theatres 

Owner-management oa 


sures personalized service 


4 i 


Write to Director of Sales for slustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 
overlooking Central Park 


' 


~ , F | N E S if 
nwonlien ++i D 


Supremely Suitable 
for SALES MEETINGS 
CONVENTIONS - BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything 


Staffed To Serve 


Any Type Meeting 


(7, 
Che 
r 
KI: 
A luxurious resor? hote wveriooking the Gulf 


} 
specializing in conventions finest air nd 
cohen. PHILADELPHIA 
seating 1500 experienced staff trained 1 | 
handle a ‘package convention” for you cor 
veniently located between New Orleans and | 


Mobile. Write us for more detailed informatior 


* Luxurious Guest Re and 
Executive Suites 


JIMMIE LOVE General Manager 
* Closed Circuit TV 
& Meeting and Functional R 


for to 25( 
| 1 10 to 850 


MICHAEL A, DEVITT, Sales Manager 
1512 SPRUCE STREET © Kingsley 5-0100 
BILOKi, MISSISSIPPS B. B. LEIDER, Managing Director 


Overlooking the Gulf of Mexico AE eee 


WHEN 


CONVENTIONS 


COME 


MARCHING 


OUR 
WAY 


The entire staff of the Hotel 
Thayer stands at attention. 
in reviewing our services, 


you'll find: 
IDEAL LOCATION 


.. . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
. thoughtful comfort from 

the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
. for groups of 20 to 400 
persons inc doling the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
... superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
. . 196 guest rooms in addition 
to comfortable quarters for 

172 persons in dormitory 
rooms 


“AT EASE” HOURS 


guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


| outdoor 


steps of the State Capitol by Gover- | 
nor Steve McNichols. They then 


boarded buses for Glenwood Springs. 


Ambushed by “Indians” 


On the way to the hotel, the buses 
were ambushed by some “wild” In- 
Decked out 
in full Indian regalia an Indian chief, 
in the person of Owen Murphy, 
Niagara president, allowed the cara- 
van to go on to its destination after 
a powwow with his “tribe.” 

Further along the way, the caravan 
was met by 


dians on painted ponies. 


a wagon load of cowboy 
musicians who serenaded the quali- 
fiers 

Niagara develops a wholesome mix- 
ture of fun and business for its con- 
ventions. In the past, Niagara sales- 
men have earned conventions to Ber- 
muda (1953), Havana (1954), Cali- 
fornia and Pennsylvania (1955), and 
Bermuda (1956). 

At the recent convention, a relax 
ing cocktail party was staged the first 
night 
business for real. 


but early next morning it was 
Every morning was 
devoted to business sessions. In addi 
tion to presentations by company ofh 
cials, five physicians and a_ physicist 
addressed salesmen and dealers to give 
them scientific facts on the uses and 
values in the product—cyclo-massage 
equipment. Other outsiders on the 
program were Charles B. Roth, sales 
analyst and president, Charles B. 
Roth Associates, and Edward — L., 
Kramer, Kimball Foundation of Per 
sonality Engineering. 
Seminars were 
For the 


covered the “nuts anc 


scheduled after 
salesmen these sessions 
belts” of sell- 
ing; for the dealers they discussed 
local advertising and servicing equip- 
ment. Seminar 


lune h. 


attendance was not 
required, It was left to the discretion 
of the individual to determine how 
valuable attendance might be for him. 

On the fun side, Niagara rented a 
leet of Jeeps to take groups on sight- 
moun- 
daring dudes, 
dozens of horses were rounded up for 
horseback riding. Ski lift rides, 
swimming and dancing were part of 
the fun which was capped by a special 
rodeo staged on a baseball diamond 
converted to corral. 

Surprise festivities included a giant 
barbecue and rum swizzle 


seeing jaunts up picturesque 
tainsides. For more 


party. 

Contagion of enthusiasm which 
home-office people instilled at kickoff 
meetings carried over throughout the 
convention, eighth for Niagara. It 
sparked high interest in everything 


ISPLAYERS inc 


635 West 54th St., New York 19. N.Y. JUdson 6-8800 


SQUARE FEET _ 
saxty 


is. 
i 


" 
* 


OF AIR-CONDITIONED 
EXHIBIT SPACE 


wrens at the 
OP Et Hotel 


Madison & Clark 
Chicago _ 


= gt eg 
—_— we Sesh 
— sus ‘ 


® for business meeting, big show, 
convention of any size 


RAs irtasetes, 


i 


® function room floor accom- 
modates 50 to 2500. 


© 900 exhibit rooms and exhibit 
halls for 1250 exhibitors. 


® 46 floors; 1867 rooms; 
Over 1000 air-conditioned; 
the world's tallest hotell 


Wm. HENNING RUBIN, Pres 
JOHN 6. GRANDE, Gen. Mer 
JOHN LOGSDON, Dir, of Soles 


TELETYPE CG 1685 
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Attraction... 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


GOVERNOR Steve McNichols with Ed Donegan, Niagara v-p, welcome qualifiers 


new presented, whether it was the and to Europe). 
plan for national advertising and pub While salesmen left the convention 
licity on announcement of a nation on Sunday, dealers stayed over an 


l a . INDOORS 
wide contest with travel prizes for additional day for intensive business 


consumers (trips around the world sessions. The End Fine accommodations for 400 
; cantaaes = Ge te * 840 seat Auditorium with 


Check these advantages 


No resort offers a more conducive atmosphere 
for sales meetings and conventions. The unsur- 
passed facilities of the Equinox include— 
Scenic 1426 acre estate 
Convention Hall seating 300 
Accommodations for 350 persons 
New Swimming Pool and Terrace 
Private Trout Lake 


Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Club A 


Open Mid-May to Mid-October 


The food and service at the Equinox are without 


John J. Dewey peer. Full cooperation of our staff and manage 


Meneging Director ment assures attention to every detail. 


Cqyuinox Howe 


MANCHESTER-IN-THE-MOUNTAINS - VERMONT 


HOOO000 
#7 ete ee ee eee 6 8 © 


setere”* : x PENNSYLVANIA'S CAPITAL HOTEL 


The PENN /HARAIS 


400 ROOMS *¢ 5 UNUSUAL RESTAURANTS 


@ The Plantation ¢ Pennsylvania Grill 
@ Harris Ferry Tavern © Esquire 
@ La Rue Du Ville 


ee . 
+080 9-8 
Ys OOOO 
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Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8. Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1957, 
1958 and 1959 


For information write or call 
Howard PF. Dugan, Ine 
National Sales Representatives 
230 Park Avenue, New York 17 
Murray Hill 40004 
or 
Lerettia BE. Ziegler, Convention Manager 
. 
Cliferd KR. Gillam, General Manager 


El Mirador 


. cordially solicits your 
group meetings from 25 to 400. 


@ ... Adequate meeting, dining 


and conference rooms. 


5 aN 


time, outstanding 


For your free 


resort facilities 
in the heart of 


Palm Springs. 


PALM GPRINGS, CALIF. 


Contact: 
TED RATCLI FP FP 
Resident Manager 


LOCALE 


As any experienced convention 


executive knows, good accom 


big part in 


successful 


modations play a 
making a convention 
We'll toss modesty to the winds 


and say that our convention 


facilities can’t be topped 


CHALFONTE ~ HADDON HALL 


on the Boardwalk erarnerd Chy NJ 


wre & operated by Leeds & Lippince °o a years 
Write for illustrated folder 


EXECUTIVES 
« JOSEPH |. McDONELL 
J HW. LIPPINCOTT, JR. « E. D. PARRISH 
ELLSWORTH SOOY e DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM « JAMES E. KNAUFF 


R. W. LEEDS 


EXHIBIT UNITS are built to standard specifications making them interchangeable. 


SAME UNITS, arranged differently, give appearance of being an entirely new exhibit. 


Monroe Knows Sales 


Results of Its Shows 


Follow-up forms keep accurate record of inquiries and 
sales resulting from trade shows. Use of interchangeable 


display units makes possible display service for branches. 


BY PATRICK SCULLY 
Exhibit Manager, Monroe Calculating Machine Co., Inc. 


How to get the most mileage tron 
trade show Cx 
\lonroe 
This is 
ilmost 300 bran 
oO r} 
hibit material, 
N | is 
th ough ind filling these 
exhibits must *rsatile 
itely ver all 


Ati h 


hibits has long been 
Cored Il. 

important be ause there are 
hes in difteren 
that can 


\l ain ofhice 
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t parts 
i country equest ¢x 
at Orange 

sifting 
requests. 
in form to 
national and 


local 

re LISDLAY 
\fter sore 
olved 


phies which we 


yropri 
shows window and 
experimentation we 
systems and philoso 
believe 
i higher 
low 


certain 
has made oul 
program yield percentage of 


leads tor a elatively 


standard specifica 


investment. 


kvery exhibit unit 


tions so it inter 
hangeable with othe units of the 
type. ach broken 
down in units and noted on a speci 
Sheet M iltiple 
h panel are permanent 


recorded in W orkbook. 
Complete exhibit is carefully photo 


ine exhibit is 


fication measure 


ments of Cac 


i examination of the 
the 
combin ny 
The Work 
how many 
how 


graphed so that 


Specification Sheet and photo 
WwW I] yuidae us in 
ditter 


tell ta 


graph 

inits Tor hows. 

book will 

inits we have of a type 

shel tables 
} 


parts there are 


yi 
many 


ounters, and con 


structed and which 


ot these will combine well 
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copy boards are 
A complete listing 
periodically 


Headers and 
treated similarly. 
of these is made and 
brought up-to-date. 

A well-organized traffic system is 
an integral part of our exhibit setup. 
Our exhibit producer, Structural 
Display Co., Inc., at this point, fig 
uratively becomes part of our com 
pany. 

Structural sets aside a separate de 
partment for the servicing and trafhx 
details required by our operation, Its 
personnel works with me from a du 
plicate ‘Trafic Sheet, which is also a 
permanent part of my Workbook. 

The ruled page lists for each show 
such pertinent information. as date, 
city, site, booth no., booth size, dis 
play units used, plaque nos., litera 
ture racks, stands and desks. ‘There 
is a specially headed “Disposition” 
column which tells me how the units 
and plaques were shipped and what 
literature is required for the show. 

Studying this sheet, and moving 
our named units around like chess 
men, we can perform magic with 
show-dates. 

One time we arranged for six big 
shows in the New England area with- 
in a one-month period, interchanging 
units and copy boards of just a few 
whole exhibits. 

We get our money's worth from 
every inch of equipment. With our 
date-watching follow-up, we had a 
show open in Syracuse using many 
parts of an exhibit which had closed 
in New Haven three days previously. 
A show that closed in Syracuse, for 
example, was split up between Chi 
cago and Dallas, disassembled, ware 
housed and shipped via different car- 
riers to arrive on their due dates. 

Branches participating in shows re 
“Literature to be Requisi 
tioned” sheet listing about 60 avail 
able items such 


ceive a 


as brochures and in 
struction sheets, sales specialties, pads 
pen ils, etc., that might be needed for 
the booth. 

Monroe Cal ulating Machine Co 
has applications In many 
markets and therefore parti 
different shows. ‘J 


unrelated 
ipates in 
many eatment 
and theme of each show has to be n 


dividually adapted to its market and 


BUSINESS SHOW INQUIRY 


S 


requirements. 

Structural Display designs most of 
our units so they can be adapted to 
these various shows. By paying pat 
ticular attention to design and color, 
most times only the changing of 
headers and copy are required. Needs 
of the engineering industry are totally 
different from that of finance. Edu 
differently 


cators are approached 


from medical men. 
Since we are constantly on the alert 


for new there are new 


shows opening up for us every yeartr. 
American Medi al Asso lation Show 
is a case in point. We signed up tor 
the first time this year and results 
have proved that we belonged in this 


applications, 


new market. 

We considei 
inquiries one of the most important 
elements of a trade show. 

Each lead is entered on a standard 
form which consists of an original 
and four copies—each of a difterent 
color. These are divided between the 
field branch and the home office, = 
eacn 


proper follow-up of 


plying permanent records for 
along with a follow-up form for the 
salesman assigned to the inquiry. If, 
after 90 days, the salesman has not 
recorded a result of his visits on the 
form, memos are automatically sent 
to the branch office. 

Each show ends up with a perma 
nent file of inquiry sheets with re 
sults tabulated on each. With this 
system, at a glance, we can tell how 
much each show cost us in terms of 
inquiries and sales. 

Because the salesman in the terri 
tory is the Monroe representative, 
shows are staffed by personnel of the 
branch office in that territory. 

Main office rotates a staff of men 
who conduct classes for show person 
nel. ‘Training material iS also 
offered, along with detailed informa 
tion on the industry requirements of 
each show. 
maximum I le ipe 


made ultit 


(jetting the 


from each inquiry 


purpose of any show is the res 


o! all 


ersatile 


imaginat L 


and an ideq 


elements: 
displ i 


1] 
ing program.and tollow 


BRANCH FOLLOW-UP 


INQUIRY FORM with follow-up data on back gives check on new business acquired 
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Are you a 
Sales Executive with 
another sales meeting 
to spark? 


» 

j Do you want to 

jar loose the men 

who have been to 

—a)/ “too many” sales 

“ meetings? 

Do you need a presentation tech- 
nique that is fresh and clear 
and yet has plenty of muscle? 


We have the techniques (tested 
ones) and the ability to get in- 
side your problem and come out 
with a visual solution. (Why don't 
you phone us and see?) 


The Chartmakers, Inc. 


SPECIALISTS IN 
Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 


Year-Round 
2 Convention-Land! 


The perfect setting for success- 
ful conventions 


The Berkshire 


Tanglewood 


large or small 
Hills, site of 
Festival, offers 


excelled hotels and resorts, all 


sport facilities, theatres, museums, 
and art galleries, Ideally located 


135 miles from New York 


and Boston. 


for « omplete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE, 


50 SOUTH STREET, PITTSFIELD 9% MASS 
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Personal: 


This is the touch with 
which every sales meeting 
is handled at the Crown. 
Whatever size group— you 
will meet in privacy under 
ideal conditions and enjoy the 


finest international cuisine, 


6S pe ea ee ak 


prepared and served with 


“VI. P.-Care.”’ 


Ballroom seats 1200 
banquets 1000. 8 additional 


meeting rooms of varying sizes 


‘ Write 


Jerry Sussman for details 


on “The Personal Touch’ 


A Full Oceanfront Block 40th - 41st Streets 
Miami Beach, Florida 


Are your conventions 
in a domestic rut? 


It takes no more time 
or money to have an 
overseas convention 
by air... ————_ Agee 
for full information write 

Henry W. Beardsley 


Pan American, P.O. Box 1790 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 


mooth - 


The Saxony has always been 
noted as the hotel for SMOOTH running 


affairs ... where SMOOTH is the keyword 
for facilities, service, cuisine! (214 luxuri 
ous rooms; public spaces for 25 to 500; 
famed Dining Rooms, Restaurants, Cafe, 
Cocktail Lounges; all air-conditioned. ) 
Now, with convenience to Convention Hall 
abetting our own forthcoming enlarge 
ments, your meetings will go smoother 
than ever at The Saxony. 

We have some efficient men around 

to tell you all about it; you probably 

know one of them . . . contact him! 


H. G. PHILLIPS 


Executive Asst. Manager 


HARRY SNOW 


Director of Sale 


WILLIAM STONE 


Foreign Sale 


CHARLES ECK 


Resident Manager 


Phone JE 8-6811 


MIAMI BEACH 


COLLINS AVENUE ot 32nd STREET 


BEST I’VE HEARD 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and make a point. 


Subject: SPEAKER 

When I was invited to speak to 
night 1 knew exactly Androcles 
felt Androcles, you know, was the 
fellow who made quite a reputation 


how 


fighting man-eating lions for the edi 
One Roman 
the gladiator’s 


fication of the Caesars. 
that 
ystem seemed to consist of whisper 


emperor! noted 
ing in the lion’s ear, whereupon the 
beast would demonstrate complete 
loss of slink away 
spiritless Androcles 


appetite, and 
and defeated, 
was summoned to the royal box, and 
the emperor asked, “How come?” 
Androcles answered, “It's this way 
ire I tell him 
you've finished your dinner 


a ked 


them every 


‘As soon as 
you'll be 
words It 


merely 


to say a Tew gets 


time 


Subject: SLOW STARTER 


Once there was a man who put on 
i big spurt to catch his train—but he 
missed it \ bystander who had seen 
successful 


You We ild 


by ive and nearly 
said “Well it 


little faste 


his final 
eftort 


rink a 


you just 
have 
made it 

No,” the 


wasn t 
tart 


man replied, “it 


i faster but of 


Subject: PROGRAM CONTENT 


| ce 
the old 


the ubject 


church convention 
that 


im you 
Tarinet you di 
how to vet people to 
heard 
1d if ! 5 con 
how fo ’ thre itt le 0 
ra k We 

best kind of teed 


| hi e nevel 


pend our tiny 


Subject: PEACE 
| ‘ Indi were talking 
er between ait iids on Sa 
World War II 


Lhe way | fig one 


“when they smoked the pipe of peace 
in LOIS inhaled 


ure 


nobody, 


120 


Subject: COST vs. RESULTS 


Many salesmen continue to ask for 


more and more promotional help. For 
some reason they do not understand 
that there is a limit to the value of 
investment in promotion—or in any- 
thing. 

Scientists tell us that it is now pos- 
sible to convert lead or iron into gold. 
‘The for bringing about this 
change from lead to gold is approxi- 
mately $1 million The 
question now before us is: Is it worth 


cost 
per ounce, 


while ? 


Subject: BASEBALL 


Frank Lloyd Wright, among oth- 
ers, thinks the modern big city is 
doomed. But it’s hard to envision 
major leagues made up of teams rep- 
resenting decentralized shopping cen- 
ters. 


Subject: CONFUSION 


It seems to me that we're all in the 
same boat as Christopher Columbus. 
He didn’t know where he was going 
when he started. When he got there 
he didn’t know where he was, and 
when he got back he didn’t know 
where he had been. 


Subject: NEWS 


A doctor examining an attractive 
new patient carefully, beamed, “Mrs. 
Atherton, I’ve got good news for 
you,” 

The patient said, “Pardon me, it’s 
Miss Atherton.” 

“Oh,” the doctor. “We'll 
Miss Atherton, I’ve got bad news for 
you, 


said 


6 Dack row 


_— 


er 


ea 


SALES MEETINGS 
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How North American Van Lines solves 
EXHIBIT DISPLAY PROBLEMS 


Ica 
L., 


Company-trained personnel ‘pamper’ exhibits 
pick up and deliver them ready to set up in exhibit 
halls. No crating required. 


Ce DD Dee | 


Send for your FREE Display Moving 
Brochure and Case Histories! 


North American Van Lines, Inc. 
Dept. SM-9, Fort Wayne, ind. 


Please send me your special brochure on 


Exhibit Display Moving—at once! 


Name 


State 


- 
Oo 
< 
Lana eae eee eee eee eee eee eee eee 


lace BEE 


Exhibit Displays travel fast, safe... uncrated! 


As the pionee in pecialized exhibit di play moving 
American Van Lines can practically climinate your display 
problems and save you time and money as well! 
Your display is picked up at your door transported safely in 
North American padded van 0 there’s no crating expense! And your 
display arrives where you want it, when you want it! And that’s tru 
whether it’s scheduled for one show or for a series of exhibition 
North American “follow-thru” service also pays off for you. With 
agents everywhere—more agents in more cities than any other van ling 
North American can provide “follow-thru rvice at any destination 
Call your local North American Van Lis agent for details, or write u 
for FREE Display Moving Brochure and name of your nearest agent 
Listen to Alex Dreier—*Man on the Go for the Van on. the 
V BC Monitor every weekend 


NORTH AMERICAN VAN LINES, INC. 
WORLD HEADQUARTERS, FORT WAYNE 1, INDIANA 


North Ame n Ve s Canada, Ltd., Toronto, Ontario 


WORLD-WIDE MOVING North” merican VIA LAND, SEA, AIR 
VAN LINES Inc. 


al 


~~ 7 
Qiao 


present your story this way and watch your people light up! 


Jam Handy pictures help you convince groups and hold attention... Without leaving your office,y@Brcan get before 
hundreds of salespeople or thousands of prospects in New York, California or Oscaloosa simultaneously. Fire up 
your distributor organization ...take them on a conducted tour of plant facilities ... show them how your markets 
can be sold effectively. With national distribution facilities at your service, you control everything at one source 
through our famous One-Stop Service plan. It combines convenience with success. Use it the next time you want to 
show something to groups large or small. You'll find the results are as easy to take as the costs—which are low for 


high quality. Movies, slidefilms and other sales aids to accomplish all these things easily and economically for 


Ze VAM HANDY Ojengetion 


TRAINING A ISTAN( MOTION PICTURES e SLIDEFILMS @e DRAMATIZATIONS ee VISUALIZATIONS e ‘TATION 
OFFICES NEW YORK 19 HOLLYWOOD 28 DETROIT 11 DAYTON 2 PITTSBURGH 22 CHICAGO 1 
JUdson 2-4060 Hollywood 3-2221 TRinity 52450 ENterprise 6289 ZEmith O14 STate 2-675) 


you may be had from 


